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Our duty is 
selling—and 


no more 


Sir, — Here it comes again— 
“Advertising has a public duty to 
maintain social standards... 
the onus lies upon (the adver- 
tisers) to prove that their sloppy 
and careless . approach is 
correct “what pretentious, 
arrant, nonsense from Wallace P. 
Grimmer (April 13). 


The duty of advertising is 
clear: it is to sell goods or ser- 
vices — period! The advertiser 


carries no onus to prove anything 
to anybody except the man who 
pays the bills—what crass imper- 
tinence to suggest otherwise ! 

This longing on the part of the 
purists to “clean up advertising” 
according to a wide range of dif- 
fering codes and ideas is the 
snobbery of the nouveau riche. 
Old grey beards like myself re- 
member the brouhaha of a few 
years ago about establishing a 
“chair in advertising.” Many of 
us felt, and still feel, that it would 
be as logical to establish a chair 
in brick-laying. 

The trade of advertising is diffi- 
cult enough without its followers 
being continually sniped at by gen- 
tlemen from the touchlines, who 
appear to think that the adver- 
tiser’s money may legitimately be 
spent to achieve objects close to 
their own: particular (pernickety?) 
hearts. 

As one who spends a not incon- 
siderable amount in advertising 
of all kinds, my terms of refer- 
ence are simple — “art for art's 
sake but turnover for my sake.” 
and if bad grammar makes good 
sales then bad grammar is good 
advertising. If the man who pays 
the piper prefers discord to har- 
mony why should the pundits 
object? 

PETER PAINTER. 
Ipswich Road, 
ee Suffolk. 
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NATIONAL POINT OF SALE SERVICE 


ERNEST MARKS PUBLICITY L® “iss” 


Broken promises don’t help the 
advertiser to sell his goods 


Sir.—The “straight talking” 
atmosphere that Brian MacCabe 
so sensibly wants to foster at the 
Advertising Association Confer- 
ence ought surely to set the scene 
for a show-down on the space 
situation. 

How many advertisers—par- 
ticularly small ones—have had 
their merchandising efforts 
wrecked in recent years by last- 
minute cancellations of space 
from mass circulation journals? 

Even if a space buyer plans 
with the current space shortage in 
mind, booking well in advance, a 
“fair share” of space for a client 
in first choice media, the chances 
are that the schedule delivered to 
the client’s representatives and 
customers will be cut to ribbons 


THIS WEEK 
Direct Mail in Action.—page 25 


NEXT WEEK 


Yorkshire Market Survey and 
Northern Ireland Supplement. 


by cancellations during the course 
of the campaign—with, oddly 
enough, quite disastrous effects 
on the sale of goods ! 

We are all well aware of pub- 
lishers’ difficulties, but they have 
had them for so long now that it 
is high time they mastered them. 

Circulation and _ readership 
figures, media research, and mer- 
chandising plans are quite worth- 
less if publications accept orders 
they cannot fulfil—issuing can- 
cellation notices precariously sup- 
ported by reasons which never 
seem to comprehend that to 
accept space reservations in the 
first place puts the publisher 
under an enormous moral obliga- 
tion to comply with his promise, 
come what may (strikes excepted). 

It is expected that publishers 
realise that advertising sells 
goods, but what they appafently 
fail to realise is that advertising 
is only part of selling—and the 
last part. The bit that goes 
before is concerned with the 
manufacture and the distribution 
of the goods which in themselves 
are costly and often difficult pro- 
cesses. 

Even so, a publisher will cheer- 
fully go back on his promise to 
an advertiser when it is much too 
late for the advertiser to go back 
on any of his other plans, leaving 
him high and dry, solely because 
a Se has failed to master 


1898 


the simple fact that if he over- 
books an issue he has to let some- 
body down. 

The publisher's complete in- 
ability to appreciate the true im- 
port of the situation he has 
created is often belied in the case 
of the advertising of seasonal 
products when a cancellation may 
be accompanied by an offer of an 
alternative booking. Even a lay- 
man ought to realise that you 
cannot sell cough syrup in 
August. 

Unctuous talk about helping the 
small advertiser, supporting new 
products, and fair shares for all 
sounds pretty hollow in the pre- 
sent situation, and to create new 
bumper-size spaces for the adver- 
tiser who wants to afford them 
simply heaps coals of fire on the 
situation. 

This is “straight talking” to our 
friends the publishers, because I 
believe it is neither impolite nor 
impolitic to ask someone to stop 
ruining the other fellow’s busi- 
ness, 

Davip WILLIAMS, 
Director. 
Gordon & Gotch 
Advertising Ltd., 
London, E.C.4. 


42 dealers—and 
five stockists 


Sir,—L. W. Dunham (April 
20) of Chubb and Son's Lock and 
Safe Co., Ltd., endorses rather 
than contradicts my _ previous 
letter. 

There are 42 hardware dealers 
and 72 ironmongers listed in 
Bristol’s _ classified telephone 
directory. It is most improbable 
that a would-be purchaser of a 


Chubb lock would light upon one 


of the five stockists claimed, 
among so many possibilities. 
Hence, the expense of an adver- 


tisement was to this extent wasted. 
Apart from the general argu- 
ment, I would say that when I 
finally found Chubb’s local office 
| was handsomely treated and was 
able to direct some very worth- 
while orders to them. But my 
local supplier (one of the largest 
in Clifton) did not know they had 
an office in Bristol—hence the 
inability to supply. 
G. J. S. BEEDLE. 
Richmond Park Road, 
Clifton, Bristol 8. 
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Solution to the 


clock poser 


Sir.—The last few paragraphs 
of the interesting article by Miss 


N. E. Harris (April 20) on “World 
without Advertising” is a sad 
story indeed. 

Surely the fireplace manufac- 


turers concerned could have taken 
a little trouble to discover the 
name of a firm who would be pre- 
pared to turn out a “special” 
clock similar to the one shown in 


their advertisement. 

A far more satisfactory solu- 
tion—one that would be appre- 
ciated by the enquirer and, 


needless to say, the clock manu- 
facturer concerned. 
J. R. Bricurt, 
Advertising Manager, 
English Clock Systems, 
London, W.1. 

[Miss Harris quoted the case 
of an advertisement for a fireplace 
which contained an illustration of 
a clock. The result was a call 
from a lady who required, not a 
fireplace, but the clock, and 
wished to know where she could 
purchase one like it. The adver- 
tiser had to admit that the clock 
existed only in the artist's 
imagination.—Epbttor. } 


Call for Conference 


speakers 


Sir,—As convenor of the AA 
Conference working session that 
will debate recruitment and train- 
ing, may I make a request 

Would any delegate electing to 
attend this most important session 
and wishing to speak, either on 
any of the already published sub 
jects or on some other aspect of 
the session’s theme. kindly let me 
know. 

This will assist me in the organ- 
ising of what I am sure will prove 
to be a keen and controversial 
session. 

Eric M. Brown, 
G. Street & Co., Ltd., 
110 Old Broad Street, E.C.2. 
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NO MAGAZINE FOR MEN HAS A LARGER AUDITED NET SALE 
OR A LOWER COST PER THOUSAND THAN 


WIDE WORLD 


204,52I 


AUDITED NET SALE (JULY-DEC. 1955) 


* £120 A PAGE * W9a per page per thousand net sale 
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STUART MANDER, ADYERTISEMENT 

DIRECTOR, GEORGE NEWNES LTD.. 

TOWER HOUSE, SOUTHAMPTON ST.. 

LONDON, W.C.2. TEMPLE BAR 4363 
(48 lines) 
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£10,000 scheme to boost local 


press advertising 


NEWSPAPER SOCIETY DECISION IN MAY 
gee of the Newspaper Society are considering a 


| TRIPLE WINNER | 


Mrs. E. 
Layton Trophy to Pat Dolan, 
Dolan Davis Whitcombe & Stewart 
Lid. at the presentation lunch at the 


Noel Layton presents the 


of 


Dorchester Hotel on Tuesday. 
DDWS also won two other Layton 
Awards. Earlier Lord Luke had 
opened an exhibition of the entries 
for this year's competition at 45 
Park Lane. (Report—page 5.) 


Subjects for 3 
AA speakers 


Subjects of the three speakers 
at the opening session of the 
Advertising Association Confer- 
ence at Brighton on Thursday, 
May 10, have been announced 
this week. 

They are: Sir Edward Boyle, 
‘Conditions of Expansion” ; 
H. R. Tomalin, “Is Economy 
Changing ?”; James Crawford, 
“Communications in Industry 
and Productivity.” 

First public showing of the 
AA's first film strip will be given 
at the “Training” working session 
at the Conference, on the Thurs- 
day afternoon. Until then the 
strip will have been seen only in 
private by members of the execu- 
tive and committees of the AA. 

It was prepared under the 
direction of the AA’s publicity 
committee, and is entitled “Ad- 
vertising from the Inside.” 


. plan to promote local newspapers. 
special working party, the scheme is understood to envisage 


Prepared by a 


the expenditure on advertising promotion of about £10,000 


a year in the initial phase. 

A decision whether or not to 
implement it is expected to be 
taken about the middle of next 
month. 

Influential members of the 
Society believe that there is 
urgent need for a campaign to 
increase advertising in the pro- 
vincial press. They recognise 
that the days of easy selling have 
gone and that in addition to the 
threat of rising costs, they face 
competition from commercial 
television and bigger national 
newspapers. 

The basis of the Newspaper 
Society promotion would be re- 
search involving studies of the 
local press, its readership and the 
markets it covers. It would 
embrace national, local and 
classified advertising. 


Sidney-Barton shares 


Mike Williams - Thompson, 
managing director of Sidney- 
Barton Ltd., PR _ organisation, 


said this week that Sidney Gar- 
land’s shares in the company have 
been bought up by a number of 
people “not connected with any 
advertising agency. 


OTHER NEWS 
HIGHLIGHTS 


! 

I 

1 

1 

1 

1 

' @ Distribution threat to 
1 “Sunday Star’’. . 

1 @ Col. Wilkinson speaks 
' in New York... 

| © Butler at last 

' London BIF . 

i 
I 


p.7 
@ “Mirror’’ 7a 
Associated TV . P- 12 


p.6 


PRINTING WAGE TALKS 


Settlement hopes grow as both 


sides discuss new proposals 


After a period of disquieting rumours about the course of nego- 
tiations, hopes of an early settlement of the print dispute were 
running high as we went to press. There was an atmosphere of 


restrained optimism at Master Printers’ 


and Union headquarters 


following an announcement that new proposals for wage revisions 
would be considered by both sides. 


After three days of negotia- 
tions, representatives of the em- 
ployers and trade unions 
adjourned last Friday to consider 
these proposals. 

The negotiations were reported 
to have “gone smoothly,” and 
some union representatives are 
talking about a final wage settle- 
ment within a fortnight. 

Yesterday (Thursday) was a day 
of meetings at the British Federa- 
tion of Master Printers. In the 
morning the council of the 
London Master Printers’ Associa- 
tion met, and in the afternoon. 
the councils of the BFMP and the 
Newspaper Society also met. 

a is expected that a joint meet- 


ing with the unions will be held 
early next week. 

On Wednesday evening the 
London Typographical Society, 
one of the four craft unions nego- 
tiating, held a delegate meeting at 
Kingsway Hall. 

A warning that, just as World 
War I had seen the end of book 
printing in London, so World 
War II might prove to have been 
the starting point for the drift 
from the metropolis of the print- 
ing of weekly publications, was 
given by H. Knill Jones, the 
LMPA president, at the Associa- 
tion’s sixth annual dinner last 
week. 


COMPLETE LOCAL AUTHORITY COVERAGE 
PUBLIC SERVICE 


The Official Journal of NALGO 


(National & Local Government Officers’ Association) 


over 250,000 copies monthly 


Reginald Harris Publications Ltd., 3 Stanhope Row, Mayfair, W.1. GROsvenor 3877 
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Duke of Edinburgh opens Design 


Centre in London 


8,000 SQ. FT. FOR MAKERS’ DISPLAYS 


The Design Centre, Haymarket — a service to the public, 
to trade buyers, and to visitors from home and overseas 
which the Council of Industrial Design has planned ever 
since it was formed — was opened yesterday (Thursday) by 


HRH the Duke of Edinburgh. 


At present exhibited are 1,020 
products from 433 firms, all 
chosen by the Council for their 
high standard of design both in 
appearance and in performance. 

They comprise: bicycles, build- 
ing fittings, carpets and rugs, 
clocks and watches, cutlery and 
flatware, domestic equipment, 
furniture, furnishing _ textiles, 
glass. household textiles, lighting, 
pottery, radio and _ television, 
street lighting, travel goods, office 
equipment, wallpapers, and lino- 
Jeum. 

The importance of the Centre 
to manufacturers and advertising 
agents has been stressed this 


de Min, 
al y- 
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The symbol of the Design Centre. 
It was designed by Hans Schleger. 


week by A. Everett Jones (man- 
aging director, Everetts Advertis- 
ing Ltd.), who is a member of 
the Council. 

The urge towards good design, 
whether in advertisements or pro- 
ducts, went hand in hand, he told 
ADVERTISER'S WEEKLY, and ad- 
vertising people had played a 
pioneer role in urging manufac- 
turers to improve the quality of 
the design of their products. 

The Centre consists of three 
floors with administration offices 
above. It provides 8,000 square 
feet of floor space that will be 
given over permanently to a 
general display of changing 
content, showing well-designed 
consumer goods of British manu- 
facture. 

In addition there will, from 
time to time, be special displays 
of topical and trade interest. 
None of the goods displayed wil! 
be on sale at the Centre. 

It is hoped that the Centre 
will be regularly visited by 
wholesale and retail buyers, both 
from home and abroad, for 
architects, supplies and purchas- 
ing. Every product is captioned 
and additional information for 
trade inquirers is available. 

Manufacturers whose products 
are selected for showing are ex- 
pected to advertise the fact. For 


the medium and small scale 
manufacturer it is claimed that 
the Centre will provide a London 
showing and a nation-wide pro- 
motion which they might other- 
wise not be able to afford. 

The Centre is being publicised 
by a small campaign in the Home 
Counties, using posters on railway 
and Underground sites, selected 
dailies and the London even- 
ing papers. Stuart Advertising 
Agency Ltd. are the agents. 

Some 105 department and fur- 
nishing stores in 58 towns and 
cities in England, Wales, Scotland 
and Northern Ireland have staged 
window and interior displays to 
link up with the opening. 

In addition, over 100 general 
stores in all parts of the country 
are carrying stocks of items in 
the exhibition, while many stores 
and shops in London and the 
Home Counties are displaying 
Stickers and a poster by Abram 
Games in their windows. 

Specialist shops and show 
rooms are also taking part. 

Display charges at the Centre 
range, for an average monthly 
display of 26 days, from £3 5s. 
for the smallest articles, such as 
watches or single items of table- 
ware, to £9 15s. a month for the 
largest pieces of furniture or 
kitchen equipment. 

It is estimated that the annual 
running cost of the Centre will 
be £80,000. Provided that a 
minimum of half this ‘sum is 
covered by receipts from exhibi- 
tors’ fees, the Government has 
agreed to match the Centre’s re- 
ceipts subject to a maximum 
which has not yet been deter 
mined. In addition, over £25,000 
has already been contributed 
towards the establishment of the 
Centre. 

The Centre is open to the 
public free of charge from 
9.30 a.m. to 5.30 p.m. 


This display board uses not only 
hardboard, but also plastic skin. 
The articles are placed on a back- 
ground of perforated hardboard, 
and transparent plastic skin of 
1/10,000th in. thickness is then 


drawn down over them by vacuum, ~ 


The object of the perforated board 
is to allow the air to escape and to 
prevent the plastic skin buckling. 
The unit illustrated measures 21 in. 
by 154 in., and is substantially 
strutted. Ripley, Preston & Co., 
Ltd., handled production. 


Films tie-up 


with nylons 


A tie-up between Metro-Gold- 
wyn-Mayer Pictures Ltd. and 
Glamour Girl nylons, made by 
Sherwood Knitwear of Hinckley, 
Leicester, is now under way with 
the placing of the first Glamour 
Girl advertisements. Agents are 
the Smedley Advertising Service 
Ltd. 

The tie-up was launched with 
an advertisement featuring 
Debbie Reynolds, star of MGM's 
“The Tender Trap,” in women’s 
journals and film magazines. 
Other MGM stars and films on 
the schedule include Cyd Char- 
rise in “Viva Las Vegas,” Ava 
Gardner in “Bhowani Junction,” 
Ann Miller in “The Opposite 
Sex,” and the Goldwyn Girls in 
“Guys and Dolls.” 


The Haymarket frontage of the Design Centre 
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Less national 
furniture ads 
forecast 


Some recession in the volume 
of national advertising for furni- 
ture—because of the expense 
was likely in the near future, 
Bernard Hopewell, president of 
the National Association of Retail 
Furnishers, told a furnishers’ con- 
ference in Edinburgh. 

One or two firms had had great 
success with it. Other manufac- 
turers had been encouraged to 
follow suit—but this did not 
mean they could expect corres- 
ponding success. 

“Some of the firms now rush- 
ing into the field of national 
advertising will find out what an 
expensive business it is,” he said 
“Consequently there may be some 
falling off in the volume of 
national advertising.” 

Fears were expressed by some 
of the Scottish retailers that if 
national advertising for furniture 
continued to develop, retailers 
“would degenerate into mere 
agents, or stockists, like tobac- 
conists handing out various 
brands of cigarettes.” 


‘Nylon’ contained 
82 per cent rayon 


At Bow Street Magistrates’ 
Court, Mark Felton, trading as 
Feltone (Lingerie, Hosiery and 
Blouses), at 66 Shaftesbury 
Avenue, London, W.1, was con- 
victed of false use of the descrip- 
tion “nylon” applied to blouses 
which in fact contained 82 per 
cent rayon and only 18 per cent 
nylon. Fines totalling £60, 
together with costs amounting to 
£40 were imposed. 

The prosecution was brought 
by the Retail Trading-Standards 
Association under the Merchan- 
dise Marks Acts, following a 
report to RT-SA by the Women’s 
Advisory Committee of the 
British Standards Institution. 


‘Advertising a need’ 


“Right from the time we are 
born we become advertising con- 
scious, since from the moment a 
baby starts crying for the first 
time he or she is advertising the 
fact that some comfort is needed.” 
Lewis Hart, publicity manager of 
Brush Electrical Engineering Co.. 
Ltd., Loughborough, speaking on 
“Advertising and Publicity Cam- 
paigns,” told the Nottingham 
branch of the Electrical Associa- 
tion for Women at the Reform 
Club, Nottingham. 


BDMAA award 


Dudley Turner & Vincent Ltd. 
have given a cup to be added to 
the list of British Direct Mail 
Advertising Association annual 
awards. To be called the DTV 
Cup, it will be for the best direct 
mail idea, including any postal 
advertising idea but excluding 
letters. 
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RETAILERS’ 
THREAT TO 
NEW PAPER 


A threat to the distribution of 
Hulton Press Ltd.’s new Sunday 
newspaper in colour, the “Sunday 
Star,” has arisen over newsagents’ 
terms for handling the paper. 
Hultons are asking for Sunday 
newspaper rates, and the national 
executive committee of the Retail 
Newsagents’ Federation are press- 
ing for full periodical terms. 

This week Hultons have sent 
advertisers and newsagents 
throughout the country samples 
of the colour pages of the Sunday 
Star. Newsagents also received 
a brochure explaining Hulton’s 
case on terms, and answering 
queries raised by the retail trade. 

A further effort to overcome 
the difficulties with the Federa- 
tion was made on Tuesday by 
Vernon Holding, general manager 
of Hultons, and by Marcus 
Morris, editor of the Sunday Star, 
when they addressed the national 
council meeting of the Federa- 
tion, 

In their letter to newsagents, 
Hultons say: “We offer the best 
terms the paper can bear.” 

The accompanying brochure 
explains that it is “economically 
impossible” to publish a Sunday 
paper at periodical terms. It 
emphasises that the Sunday Star 
will be a newspaper and not a 
periodical, and that the reason 
for making the paper a Sunday is 
that advertisers would not sup- 
port a weekend paper. 

The example of the Sunday 
S:ar which has been sent out illus- 
trates the topical news coverage 
intended by Hultons. The paper 
was produced on Saturday in 
colour, carries reports and colour 
pictures of Grace Kelly's wed- 
ding, and was dispatched on 
Monday. 


. 
Rothman’s PROs: 
The Robert Freeman Co 

announced this week that they 
are now advising Rothmans, the 
cigarette manufacturers, on PR. 
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Layton Awards ‘a public service 


to advertising’ 


LORD LUKE PRAISES “TECHNICIANS OF 
TASTE’ AT EXHIBITION OPENING 

T HE Layton Awards were described by Lord Luke, presi- 
dent of the Advertising Association, as “of immense 


public service to advertising as a whole,” when he opened 
the exhibition of entries at 45, Park Lane, on Tuesday. 


Because they were a service to 
advertising, they were a service to 
the nation as a whole, he said. 
In bringing out the highest 
quality, they gave the answer to 
those who asserted that there was 
something distasteful in advertis- 
ing. The best advertising was 
always tasteful. 

He described artists and copy- 
writers as “technicians of taste,” 
and claimed that it was the pro- 
duct that must live up to its ad- 
vertising. and “not the other way 


Members of the steering committee at the TAM party. L. 


round.” That was public relations 
at its most intimate. 

Expressing his pleasure at the 
great increase in the number of 
entries in all groups, Lord Luke 
congratulated the winners, sing- 
ling out the success of Doland 
Davis Whitcombe & Stewart in 
gaining the Layton Trophy, and 
of Armstrong-Warden in heading 
Group C of the Black and White 
Section, as examples of what 
could be achieved by a young 

@ Continued on page 69 


to r.: Brian 


F. MacCabe (Foote, Cone & Belding), R. L. Meyer (Associated TeleVision), 
Bedford Attwood (governing director of TAM), Humphrey Chilton (Hor- 
licks), George Cooper (ABC TV), and A. Bristow (London Press Exchange). 


TAM: ‘We mean to be second to none’ 


Television Audience Measure- 
ment Ltd. intends to set up a 
research operation “second to 
none in the world,” Bedford Att- 
wood, its governing director, said 
at a Savoy party last week held in 
connection with the appointment 
of TAM as an official audience 


4t Scotland's Food Exhibition in the Kelvin Hall, Glasgow, which closed 
on Saturday, this stand for Robert Lawson & Sons, of Dyce and Dunferm- 
line, manufacturers of pork products, was designed by McCallum Adver- 


tising of Edinburgh, who also supervised construction. 


Pale blue and 


white was the basic colour scheme. 


measurement service by the steer- 
ing committee of the Institute of 
Practitioners in Advertising, In- 
corporated Society of British 
Advertisers, and the programme 
contractors. 

Members of the steering com- 
mittee representing all three 
groups heard Mr. Attwood say 
that he thought the programme 
contractors had done an “aston- 
ishing job” in such a short time. 

He also paid a warm tribute 
to the “tremendous efforts” of 
Major G. Harrison (London Press 
Exchange), chairman of the steer- 

ing committee 


Dr. Brian Stanford, director of Film 
Surveys Ltd., talks about “Lighting 
and Exposure’ during a recent three- 
day course on “First Steps in 
Industrial Film Making” held at 
Wansfell College, Theydon Bois, 
under the auspices of the industrial 
committee of the Scientific Film 
Association. The course was de- 


signed for staff of industrial com- 
panies which are setting up their 
own 16 mm. production units. 


National ads for 


People’s League 


The publication of a weekly 
news-sheet and a national adver- 
tising campaign are among the 
initial plans of the People’s 
League for the Defence of Free- 
dom, which was launched at a 
meeting of about 200 founder 
members at the Caxton Hall last 
Friday. 

The People’s League, which has 
grown out of the activities of the 
Free Press Society, is an organisa- 
tion which came into being a year 
ago at the time of the national 
newspaper stoppage. 

During the recent London print- 
ing dispute, the Society, by com- 
bining the work of a number of 
open house printers, enabled more 
than 20 periodicals to continue 
publication, including The 
Listener. 

The League has already opened 
an intensive drive for members. 
Mailings to special lists of names 
compiled during the last few 
months began on Monday. 

A national advertising cam- 
paign will open with a full page 
advertisement in the Manchester 
Guardian on May 31. Space will 
also be taken in other provincials. 
in weekly periodicals, the trade 
press and local newspapers. The 
National Advertising Corporation 
Ltd. are the agents. 


ISBA invite council nominations 


of 
are soon to 
submit their 


The Incorporated Society 
British Advertisers 
ask members to 
nominations for the 1956-57 
council. Each trade group is 
entitled to council representation 
by one or more “individuals who 
hold high executive office” with a 
member firm in the same trade 
group 


The ISBA Newsletter states 
that the Society hopes that this 
year members whose trade groups 
are not represented on the council 
will take advantage of this 
advance notice to contact any 
suitable nominees, 

The term “high executive 
office” should in general be 
applied only to those who are 
directors of their companies. 
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IPA president speaks to 
meeting of agency chiefs 


Lt.-Col. Alan M. Wilkinson, president of the Institute of Practi- 
tioners in Advertising was among those who spoke to delegates on 
Monday, the first day of the American Association of Advertising 
Agencies International Meeting of Advertising Agency Leaders in 


‘A fuller life 
for everyone’ 


—Col. Wilkinson 


Speaking to delegates on the 
opening day of the AAAA 
International Conference in 
New York on Monday, Col. 
Wilkinson said : 

Since the first Mayflower came 
to these shores in 1620, but par- 
ticularly in the last 100 years, 
man has extended his dominion 
over natural forces at an ever- 
increasing rate, till to-day there 
is more unfoldment, more 
overcoming of limitations in 
one generation than in any pre- 
vious ten or even more, 

Could not the answer to all this 
be given in two words, “mass 
communications,” of which, of 
course, advertising is such an 
integral part? 

For have not all the most radical 
social changes and _ progress 
been brought about mainly be- 
cause the ordinary citizen's eyes 
and minds have been, and are 
being, opened to a world out- 
side his own homestead. 

do not need—in this of all 

countries—to dilate upon what 

I might term the emancipating 

influence of advertising. 

Advertising helps to make people 
active rather than passive, 
dynamic instead of static, and 
even—and is not this healthy? 
~—to make them happily discon- 
tented—for it makes them 
want to see more, travel more, 
learn more, and live a fuller 
life than their forebears. 

Surely, the truth is that but for 
mass communications, and ad- 
vertising in particular, the 
geniuses and pioneers of the 
world of science and art might 
have lived in vain for all the 
advantage they would have 
brought to humanity. 

The role of advertising in inter- 
national relations is surely im- 
portant. Is it not largely 
through advertising messages 

. that the people of one com- 
munity derive their notions of 
another community's way of 
life? 

Would it be worth considering 
whether we advertising men 
could not play a greater part 
in national and even inter- 
national! affairs than at present? 

Although you do much _ here 
through your Advertising 
Council, I wonder if this idea 
could not be developed and if 
the experience and talents and 
“know how” of we advertising 
folk could not be used to a 
greater extent to help in pro- 
moting understanding between 
nation and nation. 


New York. 

The day’s session, sponsored 
by the AAAA New York Coun- 
cil, was held at the Hotel Roose- 
velt. It was attended by delegates 
from 35 countries, their AAAA 
member hosts, and representa- 
tives from overseas offices of 
AAAA agencies. 

Mayor Robert F. Wagner, of 
the City of New York, who spoke 
at luncheon, three other repre- 
sentatives from overseas in addi- 
tion to Col. Wilkinson, and four 
US agency chiefs were the day's 
speakers. 

On Tuesday, delegates saw a 
presentation by the Advertising 
Research Foundation in the 
College Hall of the Hotel Shera- 
ton-Astor, New York. It covered 
ARF’s organisational set-up, its 
accomplishments and plans for 
the future. 

On Wednesday morning a pre- 
sentation in the Baroque Suite of 
the Hotel Plaza, New York, was 
devoted to the Advertising Coun- 
cil’s organisation and _ public 
service advertising campaigns. 
Council director Henry G. Little, 
of Campbell-Ewald Company, 
Detroit, the chairman of the 
AAAA board, introduced the 
presentation, 

Delegates left New York on 
Wednesday evening to attend the 
three-day AAAA annual meeting 
at the Greenbrier Hotel, White 
Sulphur Springs, West Virginia, 
which will be followed by a 
three-day programme in Wash- 
ington, DC 

On Monday — “International 
Day in Washington”—delegates 


will be greeted by the Hon. 
Sinclair Weeks, Secretary of 
Commerce, and will attend a 


presentation by the United States 
Department of Commerce. 


E. A. Smee, chairman and manag- 
ing director of Smee's Advertising 
Ltd., and Mrs. Smee, a director of 
the company, left London Airport 
on Saturday for New York to attend 


the AAAA conference. In Canada 

and the United States, Mr. Smee 

will be conducting business on 

behalf of various clients of the 
agency. 


Bonus TV spots 
to be staggered 


Since the introduction of their 
bonus scheme by Associated Tele- 
Vision Ltd., it has not been pos- 
sible, say ATV, to give each client 
his full bonus in the same week 
as the advertisements to which 
the bonus applies. Bonus spots 
are therefore to be spread over a 
number of weeks. 

“Bonus spots are still subject to 
availability and although it is our 
hope that they will reach 100 per 
cent, this must, of course, depend 
upon bookings,” say ATV. 


Packaging men meet 


A general meeting of the 
Association of British Packaging 
Contractors is to be held at 
2 p.m. in the Carnarvon Room, 
at the Criterion Hotel, Piccadilly 
Circus to-day (Friday). 
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Re-framing of 
Co-op awards 
suggested 


New chairman of the Co- 
operative Publicity Managers’ 
Association is C. Topple, pub- 
licity manager of Ipswich Co- 
operative Society. Mr. Topple’s 
appointment at the association's 
annual meeting, held at Leicester, 
followed the reading of a mes- 
sage from G. E. Page, public rela- 
tions officer of Royal Arsenal 
Society, that he did not wish to 
seek re-election for domestic 
reasons. 

Mr. Page remains on the execu- 
tive committee, along with V. J. 
Tapp (Birmingham), A. L. Sugar 
(Co-operative Union), and the 
honorary secretary, J. H. Halli- 
well (South Suburban). Mr. 
Tapp follows Mr. Topple as the 
next honorary treasurer. 

Entries which earned Co-opera- 
tive Union advertising awards for 
1955 were on view at the meeting. 
and Mr. Tapp was congratulated 
on his society’s winning the chal- 
lenge trophy for the second year 
in succession. 

Future policy of the advertis- 
ing awards was the main point of 
controversy at the meeting. Both 
Wheatley Straw (Newcastle-on- 
Tyne) and R. Sutcliffe (Bristol) 
said that the seven classes of 
work, ranging from literature to 
press and poster publicity, should 
be further sub-divided to enable 
advertising for specific commodi- 
ties to be separated from prestige 
and other general publicity. 

Other members pointed out the 
difficulty of framing rules and 
regulations which could make a 
satisfactory division between the 
two classes of advertising and at 
the same time allow commodity 
advertising to be judged on 
results. 

Eventually it was left to the 
executive committee to give 
further consideration to the prob- 
lem and convey its recommenda- 
tions to the Co-operative Union. 


Closing of theatre broke ad contracts, says judge 


In the Queen’s Bench Division 
last week, in an action by the 
Magnet Advertising Co., Ltd., of 
Bedford Avenue, London, WC, 
against Arthur Brough, actor and 
repertory company proprietor, of 
Leas Pavilion, Folkestone, for 
breach of contract arising out of 
three contracts for advertising 
upon programmes, slides and the 
drop curtain at defendant's 
Palace Theatre, Maidstone, Mr. 
Justice Upjohn gave judgment 
for the -plaintiffs for £180 and 
costs. 

Magnet’s case was that the 
contracts were made in February, 
1953, granting exclusive adver- 
tising rights for 52 weeks. There 
was an option for renewal which 
was exercised by plaintiffs. In 
July, 1954, in breach of the 
agreement, Mr. Brough closed 
the theatre. 


In his defence, Mr. Brough 
denied breach of contract, and 
said the theatre was closed be- 
cause it was commercially un- 
successful. He contended it was 
an implied term of the agree- 
ments that they should only 
operate if there were audiences to 
which advertisements could be 
exhibited. 

Mr. Justice Upjohn, giving 
judgment, said the question was 
whether upon the interpretation 
of the contracts Mr. Brough was 
bound to keep the theatre open 
for the duration of the contracts 
or whether he could close it 
permanently. 

His conclusion was that both 
parties were contracting on the 
footing that the theatre would be 
open and operating during the 
period of the agreement. This 
involved no hardship on = Mr. 


Brough who could have closed 
the building after one or two 
years. 

He had plainly broken the im 
plied obligations to plaintiffs by 
closing the theatre. The agree 
ments implied that, subject to 
temporary _ interruption, Mr 
Brough should keep the theatre 
open. 


IPA survey begins 


Field-work was begun this 
week by Research Services Ltd.. 
part of the London Press 
Exchange group, for the 1956 
Institute of Practitioners in Adver- 


tising’s National Readership 
Survey. The first was published 
in 1954. Last year’s had to be 


abandoned because of the news- 
paper and rail strikes. 
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BIF’s success ‘has killed off the parent 


(Above): The Ever Ready stand at 
the Radio & Electronic Component 
Manufacturers’ Exhibition held at 
Grosvenor House. It displayed a 
comprehensive range of all types of 
batteries used in the field of hearin 
aids, portable radios, photoes 
equipment and other apparatus 
requiring a compact electric power 
supply. (Below): The Mullard stand 
at the exhibition. This showed 
valves, television tubes, and transis- 
tors. It was designed by Ronald 
Ingles and constructed by Ace 
Associated Woodwork Companies, 


‘Law and Advertising’ 

When John Braun, secretary of 
the Institute of Practitioners in 
Advertising, spoke to a meeting 
of the Advertising Agency Pro- 
duction Association, on “The 
Law and Advertising,” many 
phases of law were explained— 
contract, copyright, deformation, 
labelling, etc. 

Mr. Braun emphasised the 
responsibility advertising agencies 
shouldered in protecting them- 
selves and their clients. 


‘Use fairs more’ 

Scottish firms did not make as 
much use of overseas trade fairs 
as they might do, John Newcamb, 
a director of Cravens Advertis- 
ing Ltd., and chairman of the 
Scottish branch of the Institute of 
Practitioners in Advertising, told 
the Glasgow branch of the Incor- 
porated Sales Managers’ Associa- 
tion. But the fairs were in some 
cases badly presented, poorly 
staffed, and not well supported. 


tree, says Butler 


HE 


PRAISES ITS WORK IN 


MAKING 


INDUSTRY EXHIBITION-MINDED 


The second London section of the 1956 British Industries 
Fair—and the last BIF to be held in London—was opened on 
Monday by Mr. R. A. Butler, Lord Privy Seal. He said that 
the regrets felt over the closing of the Fair must be tempered 
by the recognition of what had been achieved in the Fair’s 


41 years’ history. 

“Nature’s course has indeed 
changed; we have moved into a 
different time and a different 
tempo,” he said. “In a sense, 
BIF’s very success has brought 
about its own demise. It has 
taught industry to be exhibition- 
minded; and as a result offshoots 
have sprung up in such numbers 
and strength as to overpower the 
parent tree.” 

Mr. Peter Thorneycroft, Presi- 
dent of the Board of Trade, 
opened the Birmingham section 
of the Fair — which is to be 
carried on by the Birmingham 
Chamber of Commerce—simul- 
taneously at Castle Bromwich. 

Mr. Butler said that the BIF 
had been originally the only shop 
window in this country for dis- 
playing British goods. But there 
had been great development both 
in the establishment of specialised 
exhibitions at home and in the 
expansion of international trade 
fairs overseas. 

For these and other reasons 
the Government felt that the 
London Fair in its traditional 
form was no longer fulfilling a 
general need. 


Exporters’ choice 

“Traders, of course, will norm- 
ally advertise or display their 
goods abroad where they think 
they earn the best return. 

“It is therefore right for the 
Government to say that it will 
direct such money as can pro- 
perly be devoted to the promo- 
tion of exports to the points 
where it will provide the biggest 
impact—that is in connection 
with overseas fairs and exhibi- 
tions at which British goods are 
shown and prestige of our pro- 
ducts maintained,” he said. 

The first Fair this year was 
from February 22 to March 2 at 
Earls Court, and was for con- 
sumer goods. The present Fair. 
which will close next Friday, is 
for technical and engineering pro- 
ducts and equipment. 

For the first time the electrical 
industry is represented at a 
London BIF, and a wide variety 
of electrical and electronic plant 
and equipments and electrical 
household appliances are on 
show. 

Highlight of the electrical sec- 
tion is the “Atom in Britain” 
exhibit presented by the UK 
Atomic Energy Authority ; it is 
the first showing in this country 
of this 8,000 sq. ft. exhibit. 

The British chemical industry 


is also putting on the biggest dis- 
play of its products yet seen, and 
120 exhibitors are occupying all 
the ground floor of the National 
Hall. This section has been 
organised in conjunction with the 
Association of British Chemical 
Manufacturers and has a special 
layout and decor. 

Other products at Olympia in- 
clude scientific instruments, office 
appliances and packaging 
machinery. 

More than 140,000 overseas 
buyers, 800,000 home buyers and 
millions of the general public 
have visited the post-war BIFs. 
The present London fair is the 
third to be handled by British 
Industries Fair Ltd.. which took 
over from the Board of Trade in 
1954. 


Bowater share offer 


Application has been made to 
the Montreal and Toronto Stock 
Exchanges to list 350,000 shares 
of the Bowater Paper Corpora- 
tion of North America, the first 
public stock issue in the com- 
pany’s history. The offer, made 
by a syndicate of investment 
dealers, is of $17,500,000 
(£6,250,000). 

The issue is cumulative as to 
dividends and redeemable at the 
company’s option. It is being 
offered at $50 a share, to yield 
five per cent. 
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ISBA autumn 
TV meeting 


On September 21, 1956 — 
one year after the inaugura- 
tion of the ITA service in the 


discuss the future of commer- 
cial television. 

Details of the arrangements, 
which will be in the hands of 
the radio and television com- 
mittee and the conference 
committee, will be announced 
in due course. 


7. 7. 
Birds split 
. 
marketing 
* ao 7. 
division 

Alfred Bird and Sons, Lid., 
took double-page spreads in the 
grocery trade press last week to 
announce the setting up of two 
separate selling divisions which 
came into operation on Monday. 

The custard division will 
handle all the company’s dessert 
products, including cake mixes 
and coffees, and the Grape= 
Nuts division will be responsible 
mainly for those products origin- 
ally sold by the old Grape = Nuts 
company. 

It is stated in the announce- 
ment that as the company’s pro- 
ducts have grown both in volume 
and numbers they have reached 
a point where, “if we are to con- 
tinue giving our friends in the 
grocery trade the same full 
service which they have come to 


expect from us, we must make 
some adjustments.” 


This stand for the Supaslot Angle Co. (GB) Ltd., at the Factory Equipment 
Exhibition, is constructed entirely of Supaslot angle material, giving a 


practical demonstration of the use of the pr 


uct. The stand was 


designed by J. Peers and Associates Ltd. 
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Top changes 
at Highams 


Sir Patrick Gower, who has been 
chairman of Charles F. Higham 
Ltd. since 1939 has become presi- 
dent. Hugh Thornborough, man- 
aging director since 1948, has been 
appointed chairman and managing 
director, Sir Patrick, who became 
chairman of the agency in 1939, 
ad after the death of Sir Charles 

Higham, was private secretary to 
three successive Prime Ministers (the 
late Rt. Hon. A. Bonar Law, Rt. 
Hon. J. Ramsey MacDonald and 
Rt. Hon. Stanley Baldwin) and was 
chief publicity officer of the Con- 
servative Central Office from 1930 
to 1939. 


Mr. Thornborough entered adver- 
tising in 1920. with Laurance 
Holman Advertising Service. In 
1925 he joined Gilbert Advertising 
Ltd., as a copywriter and three years 
later was appointed assistant secre- 
tary of the Advertising Association, 
to whose council he has recently 
been elected. Later he returned to 
the agency field as an account 
executive. He joined Highams as 
general manager in 1946 and became 
managing director in April, 1948 

a * 


Sidney Horniblow, managing 
director of Service Advertising Co., 
Ltd., announced this week that Percy 
Tidy, who has been a director of 
Service for 10 years, has been 
appointed deputy managing direc- 
tor. Mr. Tidy has been in adver- 
tising on both the client and agency 
side for nearly 40 years. He joined 
Service early in 1940 and went on 
the board in 1946. 

* * * 


W. E. Wood, an accounts clerk 
with S. H. Benson Lid.. has retired 
He is 70. Mr. Wood joined the 
company in 1903, and. with the ex- 
ception of a few years in the Royal 
Flying Corps in the First World 
War. has been with Benson ever 
since. 

* * * 


Two new appointments have been 
announced by John Benington Ltd. 
Richard Jardine has been appointed 
account executive handling general 
consumer accounts, and Michael D. 
Fitzgerald has taken up the position 
of art director. Mr. Jardine was 
formerly London manager of Com- 
mercial Advertising Service Lid. and 
was at one time with the J. Arthur 
Rank publicity department Mr 


H. M. Hollineshead 


R. Jardine 


Fitzgerald, previously an assistant 


group leader of Everetts Advertis- 
ing Ltd., specialises in outdoor and 
press display work. 

* * 7 


G. H. Lewis has been made a 
director of A. & L. E. Brookman 
Ltd. 

* * * 

Arthur Birch, former advertise- 
ment manager, Sunday Chronicle, 
will in a few weeks be taking over 
the advertisement managership of 
the Sunday Times from Vernon 
Stratton, who is understood to be 
moving to an important position 
outside the newspaper industry 

* 7 * 

W. H. Williams, managing direc- 
tor of Guild Television Service Ltd.. 
an associate of the Film Producers 
Guild, has announced that Peter 
Duffell has joined his creative staff 
from Pearl & Dean Ltd. He will 
work with lan Latimer, Guild Tele 
vision’s executive director respon- 
sible for the production of live- 
action commercial spots. Mr. 
Duffell has also been with the E 
Cole organisation and London Press 
Exchange Ltd 

_ * * 

Herbert M. Hollingshead, for 
many years senior space buyer at 
S. H. Benson Ltd,. is relinquishing 
his post at City Magazines Ltd. to 
become head of the media planning 
and space departments of Longleys 
& Hoffmann Lid 

* — * 

B. Sacks has been appointed ad 
vertisement manager of The / eer. 
sador, the British export journal, 
place of Mrs. M. Delmaine. 

* * * 

Joe Dillon, of the PR department 
of Aer Lingus. has been appointed 
press relations officer for that 
organisation. David Hayes con- 
tinues to head the public relations 
section. 

* * * 


Edward Bennett has taken over 
the advertisement managership of 
Fibres (Engineering and Chemistry) 
in addition to Dairy Engineering, of 
which he is already advertisement 
manager. 

* * * 


Squadron Leader L. J. Gudgeon 
Bayliss, technical publicity manager 
of Fielding and Platt Ltd,, hydraulic 
engineers of Gloucester, has been 
elected a_ vice-president of the 
Gloucestershire Engineering Society 
Squadron Leader Bayliss is a 
founder member of the Publicity 
Club of the Cotswolds. 


M. D. Fitzgerald 


Sir Patrick Gower 


Col. Warden off 
to Paris 


Col, G. Warden, chairman and 
joint managing director of Arm- 
strong-Warden Lid., has been in- 
vited by the Board of Trade to 
represent this country at the Inter- 
national Conference on Marketing 
by Manufacturers, to be held in 
Paris next week, under the egis of 
the Organisation of European 
Economic Co-operation (OQEEC—an 
offshoot of UNO) 

* . 7 

Peter Proudman, « member of the 
creative department of Armstrong- 
Warden Lid.. has won the Society 
of Industrial Artists’ competition 
for a front-cover design. His design 
will appear on the front cover of 
the June issue of the SIA Journal. 

+ * * 

F. S. Dixon has been appointed 
home sales manager for the Burke 
Publishing Co. For the past three 
years he has been London repre- 
sentative for Burke 

. * * 

Leslie Hughes has joined Foote. 
Cone & Belding Ltd. as an account 
executive. After five years in the 
film industry—including work on 
the “Tales of Hoffmann” film as 
assistant director—Mr. Hughes en- 
tered advertising as assistant adver- 
tising manager to the Champion 
Sparking Plug Company Ltd. He 
then went to South Africa and 
joined Central Advertising Ltd. as 
an account executive: and, after 
two years, set up and managed their 
office in Salisbury, Rhodesia, for a 
further two years 

- * * 

S. G. Sibley, who has been with 
the Modern Engraving Co. Ltd 
for the last two years, has been 
appointed sales director. He was 
formerly with C. & E. Layton Ltd. 


* * * 

The British Sales Promotion Asso- 
ciation officers for 1956-57 are: 
president: Norman F. Phillips 
(Metal Box Co.. Ltd.); chairman: 
Eric N. Burleton (Armstrong- 
Warden Ltd.): vice-chairman: W. 
Alan Taylor (ICI Ltd.); secretary: 
Alan Martin (British European Air- 
ways); assistant secretary: W. E. N. 
Davies (Kleinert Rubber Co., Ltd.): 
treasurer: M. D. Constatinidi: 
Bulletin editor and press officer: 
Norman C. Peters (Barnard & West- 
wood Ltd.); reception officer: A. F. 
Moyles (Thames Board Mills Ltd.) 

* * * 

[he Kemp's Group of Publishing 
Companies are to have an American 
representative, Luis Huyman. He is 
at present in Europe, and B. Joel, 
Kemp’s chairman and managing 
director, flew to the gs a to 
complete negotiations. Huyman 
will concentrate on ie sdvertisieg 


and promotion side of Kemp's 
Directory. 


H. Thornborough 


P. Tidy 


Johan Buckingham, outdeor pub 
licity manager of Greenlys Léd., has 
been appointed honorary treasurer 
of the Outdoor Agents Club. The 
organisation, which holds monthly 
meetings to discuss outdoor adver 
tising problems, has a membership 
drawn from the leading London 
agencies. 

- * 

Mrs. Jean C. Rapley has been 
appointed publicity officer for Auto 
Diesels Ltd., of Uxbridge. Middle 
sex, manufacturers of generating 
equipment and centrifugal pumps 
She was previously assistant to the 
advertising manager of Johnson's 
Wax Products, 

* - * 

John Batten has been appointed 
information officer to the East 
Africa High Commission. He will 
take up his duties in Nairobi in 
July. For the past three years he 
has been information officer for 
Malaya in the United Kingdom 

* * * 

Miss Christine Vesey, founder 
editor and managing director of 
Pins and Needles and Weekend 
Workshop, \eft yesterday (Thurs- 
day) on the “Queen Elizabeth’’ for 
the USA, where she will study furni- 
ture, fashions, television, and the 
“do-it-yourself” movement. She 
expects to return in a month 

* * * 

Sidney Longley, advertisement 
manager of the Doncaster Chronicle 
and the South Yorkshire edition of 
the Yorkshire Evening Post, has 
undergone a throat operation at 
King’s College Hospital. London 
His condition is stated to be satis 
factory 

o 7 

Miss Marian F. Darby, unul 
recently with the African and 
Colonial Press Agency in London 
and eldest daughter of A. Darby, 
proprictor of A. Darby's Adver 
tising Service, will marry Hugh 
Elder at Mitcham in July 

* * * 

Miss Avril Bird, public relations 
officer for Kestos Ltd., has married 
Tony Furnham, a commercial artist 
with the Lawrence Studio. Both 
are members of the Regent Adver- 
tising Club 


OBITUARY 


Green 
George Green, former adver- 
tising manager of the Players 


branch of the Imperial Tobacco 
Company, died last week. He was 

Mr. Green retired from his 
position as advertising manager 
soon after the war following a 
period of service of over 50 years 
He was closely associated with the 
evolution of the slogan “Players 
Please.” 


, 
es * Apri. 27. 1956 * 
|News About 0 e ~—F 
SSS SS > 3 SS i Sie i 72> 4. : 
_ —= 8 — . 
: 
~ _ P 
x~S [2 rR | 
> a ae 
eC Pe PC 
Pg 2 eo; ae aig 


oD 
gi? 


~ 


AE 


oe ia 


“44 


3 
‘-.\ 


The January 21st issue of WOMAN'S ILLUSTRATED carried an invitation 


Second time in three months 
to readers to send 2/- for a Helena Rubenstein Lipstick 


This is no ‘flash in the pan’—for this is the 
Result from this one announcement: 


103,865 replies second offer in a little over three months to 
£10,386. 10. 0. in cash pull ove 
and more still coming in 
Again and again and again solid facts and hard cash prove the WOMA N’S ILLUSTRATED 
immense advertising impact of WOMAN'S ILLUSTRATED. Witha ‘ 
circulation of 750,000—and rising fast every week— WOMAN'S ILLUSTRATED 
goes to readers with money to spend who are willing to spend it. now 750,000 and going up fast 


r 100,000 replies. 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LIMITED The Fleetway House, Farringdon, Street, London, E.C.4. Central 8080 
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ADVERTISER’S WEEKLY 


Public Speaking 


London team wins the 
national final 


The Publicity Club of London won the final of the National Adver- 
tising Public Speaking Contest and the Raymond Rayner Trophy at 


the Grand Hotel, Birmingham, last Saturday. 


The London club, 


representing the South, competed with the Publicity Club of Notting- 
ham, representing the North, and the Coventry Publicity Association, 


Sydney Bernstein of Granada TV 
was the speaker at the April 
luncheon meeting of the Liverpool 
& District Publicity _ Association. 
*The meeting was one of the best 
attended for a considerable time, 
with extra tables having to be 
arranged at the last moment. Pic- 
ture shows Mr. Bernstein with 
George Fisher, chairman of the 
Liverpool Association. 


Fleet Street Column Club 
Visit to the Zoo 


Members of the Fleet Street 
Column Club visited the London 
Zoo on Wednesday evening and 
were conducted round the Zoo 
gardens. Later the party returned 
to the restaurant for dinner. The 
Column Club party joined members 
of the Farringdon Ward Club, who 
arranged the evening. President of 
the Ward Club is Harold Fish 
(Daily Telegraph), hon. social secre- 
tary of the Column Club. 


Golf 
Spring meeting 


The Institute of Practitioners in 
Advertising Golf Circle held a suc- 
cessful spring meeting at Berkham- 
sted Golf Club on Wednesday of 
last week, when 38 members com- 
peted. ; 

G. P. Jackson (G. Street & Co.., 
Ltd.) retained the James Strong 
Challenge Trophy with a round of 
76 (72 net). P. D. White (White & 
Carter Ltd.) was the runner-up with 
84 (72 net). d 

The Leonard Hill inter-agency 
trophy also stayed at Streets (G. P. 
Jackson and H. E. K. Sawtell) with 
a net score of 155. 

The medal round was won by 
C. J. Hofton (Rumble, Crowther & 
Nicholas Ltd.), 86—14=72, the 


representing the Midlands. 

Also competing in the final 
individual and impromptu contest 
for the Club Development and the 
Gordon Boggon Trophies were Mrs. 
I. M. Wheeler (Wolverhampton) and 


Club News 


J. R. W. Worrall (Leeds), who had 
been judged the best individual and 
impromptu speakers in the finals of 
the Midland and Northern areas 
respectively. 

The teams consisted of: London, 
A. Gardner, V. Biddulph and J. 
Sutcliffe. Nottingham, J. E. Hughes, 
F. Darking and C. F. Stagg. Coven- 
try, H. Parbury, L. Skingley and R. 
Gunn. 


Best speaker 


Mr. Sutcliffe (London), 
judged the best individual 
impromptu speaker in the final. 

The contest was presided over by 
W. B. Morrell, president of the 
Birmingham Publicity Association. 

Judges were Henry Usborne, MP, 
A. M. B, Rule, Barrister-at-Law, 
Principal of The City of Birming- 
ham College of Commerce, and 
D. D. McLachlan, chairman of the 
Birmingham Publicity Association 
and director of publicity, Hercules 
Cycle and Motor Co., Ltd. 

The contest was organised by 
Harold Cave, the national! organiser, 
with the help of T. Raymond 
Gough, Midland area organiser. 

Teams and their guests were 
entertained to tea by the Birming- 
ham Publicity Association. 


was 
and 


of IPA Cirele 


runner-up being J. Hobson 
(John Hobson & Partners Ltd.), 
89—16=73. 

In the afternoon, greensome 
foursomes against bogey were 
played, in which the first prize was 
won by . G. Barney (E. W. 
Barney Ltd.) and H. E. Rose 
(Charles F. Higham Ltd.). There 
was a tie for the runners-up prize 
and the score was decided on the 
last 9 holes. This resulted in the 
prize going to J. Hobson and G. 
Roe (F. John Roe Ltd.). 

Prizes for this meeting were 
given by McCann-Erickson Ad- 
vertising Ltd., Dudley Turner & 
Vincent Ltd., and H. G. Saward, 
of Saward, Baker & Co., Ltd. 


Arnold, local president of 
NABS, receives the cheque for 
£600 raised by the MPA Players, 
from TV star MacDonald Hobley. 


Manchester 


£600 cheque 
for NABS 


Members of the Manchester Pub- 
licity Association attended = in 
strength a luncheon given to the 
cast and staff of the MPA Players 
production ‘“‘Mask and Face,” which 
with programme advertising support 
raised £600 7s. 2d. for NABS. 

Association chairman E. A. 
Paessler thanked the players and 
paid tribute to everyone associated 


£536 from London 


A cheque for £536 has been sent 
to the National Advertising Benevo- 
lent Society by the Publicity Club 
of London. This was the amount 
raised at their recent anual gala held 
at Grosvenor House. 


with the show. The cheque 
travelled through several hands 
before reaching Eric Arnold, presi- 
dent of the local NABS branch 
First, it went to Bob Howatt, 
founder member of the Players, who 
acknowledged the help of his 
fellows, and the idea to the Fleet 
Street Players; then to MacDonald 
Hobley, of ABC TV and guest at 
the lunch, who handed it to Eric 
Arnold. 


9 
Ad Man’s 
Diary 

Monday, April 30 
PUBLICITY CLUB OF LONDON meeting. 
Lord Burghley on ‘International 
Athletics.”’ 
Wednesday, May 2 
INCORPORATED ADVERTISING 
GERS’ ASSOCIATION (Manchester 
branch) meeting. L. V. Warlow on 
the ‘“‘Merchandising of Wine.” 
Queens Hotel. 6.15 p.m. 
Thursday, May 3 
INCORPORATED SOCIETY OF 
ADVERTISERS (Lancashire 
meeting Robert Martin on “An 
Advertiser's Early Impressions of 
Commercial Television.’’ Engineers’ 
Club, Manchester. 12.30 p.m. 
Friday, May 4 
PUBLICITY CLUB OF GLASGOW luncheon 
mecting Speaker John Nelson. 
Grosvenor Hotel. 1 p.m 


MANA- 


BRITISH 
section) 
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Leeds 


‘Sales managers— 


1 love ‘em’ 


“When we get the co-operation 
of the sales manager and the adver- 
tising manager, then I can sit back 
and say: ‘Sales managers—I love 
‘em’.”’ That was the theme of a 
talk by Hal Saward, director of 
Saward, Baker & Co., Lid., when 
he addressed a meeting of the Pub- 
licity Club of Leeds. 

He said there was a tendency for 
sales managers and advertising 
managers to be “at daggers drawn.” 
He thought this could be remedied 
if every sales manager spent the 
minimum of a year in the adver- 
using department of a reputable 
firm, and if advertising managers 
spent the same time in the sales 
manager's office. When things went 
wrong in a sales campaign, it was 
usually advertising that got the 
blame 

Of advertisement managers of 
newspapers, Mr. Saward had this to 
say: “The advertisement manager 
of a newspaper is also a sales man- 
ager. He is selling the most difficult 
thing on earth white space in which 
it is hoped the copy will sell the 
goods advertised.” 


Hull 


Press secretary 
gets Merit Cup 


The newly-appointed council of 
the Publicity Club of Hull, imme- 
diately after being elected at the 
annual general meeting, held a 
special meeting to draw up a new 
schedule of evening sessions for the 
coming year, at which advertising 
experts will give technical lectures 
on various aspects of advertising. 

The annual meeting, which drew 
the largest attendance for a long 
time, heard the retiring secretary, 
J. A. Kennington, say that although 
the club had passed through a diff 
cult year, everything had worked out 
to the satisfaction of the members. 

The Merit Cup for service to the 
club was presented to the press 
secretary, John Hartley. 

Officers elected for the coming 
year were: president, H. W. Smith; 
immediate past - president, et 
Cameron Kirby; vice-presidents, 
Ald. F. Holmes, G. French, J. W. 
Hallowell, C. F. Brown, L. F. 
Larkin, . Harriott; chairman, 
Cc. G. Terry ; honorary general 
secretary, L. F. Larkin; assistant 
honorary secretary, J. D. Cameron; 
honorary treasurer, J. A. Kenning- 
ton; speaker finder, F. R. Harrison ; 
chairman social committee, N. 
Levy; chairman magazine commit- 
tee, H. E. Batson; chairman educa- 
tion committee, P. J. Turner; press 
secretary, John Hartley; club repre- 
sentative on the Hull development 
committee, H. E. Batson; honorary 
solicitor, Major J. A. Iveson; 
honorary auditor, G. T. Lothering- 
ton; councillors, A. J. Cowan and 
E. A. Gale. 


A.B.C. Figures 
Jan. to June, 1955 


CAMBRIDGESHIRE TIMES GROUP 
67,42 


Copies 
Weekly 


London Representative: W. H. WALMSLEY 


69 Fleet Street, E.C.4 


Head Office: TIMES BUILDINGS, MARCH 


Northern Representative: ARNOLD ELLIS 
64 Cromford House, Manchester, 4 


Tel. March 2368/9 
Tel. Fleet Street 9353 


Tel. Blackfriars 6967 
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Circulation Density 
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Equally important — to any national advertiser 


RADIO TIMES is unique: with the largest weekly magazine circulation—8,800,715*—and 
the highest circulation density (174 copies per thousand population) in the world, it gives 
the advertiser the finest medium in existence for penetrating the mass market. 

As a BBC publication, RADIO TIMES can claim a reputation of authority. It goes into at 
least every other household in the country—once there, it is constantly referred to 
throughout a minimum period of nine days. Advertisements in RADIO TIMES are seen 
by the greatest number of readers of any British weekly publication. So there is keen 
competition to use this much sought-after advertising medium—for nowhere in the world 
can advertising media planners find such a vast unduplicated readership at comparable 
cost. *Average weekly net sale (A.B.C.) January—December, 1955. 


RADIO TIMES 


LARGEST SALE OF ANY WEEKLY MAGAZINE IN THE WORLD 


ALL ENQUIRIES TO: TOM HENN, HEAD OF ADVERTISEMENT DEPT., BBC PUBLICATIONS, 35 MARYLEBONE HIGH STREET, LONDON, W.1 
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‘MIRROR’ GROUP BACK ATV 


May 3 is TV-Day 
for Manchester 


Commercial TV 
programmes from the ITA’s 
Northern transmitter at 
Winter Hill, near Bolton, will 
begin next Thursday, May 3, 
the ITA announced this week. 
The programmes on the first 
night and on all weekdays will 
be provided by Granada TV 
Network, Ltd., and those on 
Saturdays and Sundays will be 
provided by ABC Television 


d. 

The A. C. Nielsen Co. 
reports that 351,000 house- 
holds are ready to receive the 
Manchester programmes. 

The first Nielsen survey in 
the London area before the 
opening transmissions showed 
188,000 households, and in 
Birmingham 245,000 house- 
holds. 


New medium ‘too vast for us 
ignore’ says 


to 


Cecil King 


After many months of rumours the “Daily Mirror” group 
of newspapers has announced that it is entering com- 


mercial television. 


The news came with the announcement 


by Prince Littler that the board of directors of Associated 
TeleVision Ltd. had decided to increase paid-up capital by 


£750,000. 


ATV provide programmes in 
London for the weekend and in 
the Midlands from Monday to 
Friday. 

The amount that the Daily 
Mirror will invest was not known 
exactly early this week, although 
it was reported that half the extra 
capital would be provided by the 
group, with the rest coming from 
existing shareholders. 

A spokesman for the Mirror 
group said: “The decision of how 
much we can invest rests entirely 
with the board of Associated 
TeleVision. They will determine 
what the sum will be. At the 


C-C journals’ readership ‘is chosen 
with care’ club members told 


This country’s 20 or so controlled circulation journals were now 
established as an integral part of the media of this country, J. A. 


Clarke, editor of two Hulton Press journals—P 


roduction Equipment 


Digest and Garage and Transport Equipment—told a meeting of the 


Publicity Club of London last week. 


He and D. S. Shuttleworth, 


advertisement manager of two Tothill Press publications, /ndustrial 
Equipment News and Building Equipment News, spoke on “Controlled 
Circulation Media and their Function.” 


Mr. Clarke said that the policy 
of controlled circulation was 
sometimes misunderstood, and 
was confused with that of free- 
distribution publications, which 
were sent out indiscriminately. 

But the whole crux of con- 
trolled circulation was: “Who is 
the reader?” The real con- 
trolled circulation journal had a 
very specialised and carefully 
selected readership, for it was a 
“business publication.” 

The publisher knew all about 
the circulation because he had 
created it, said Mr. Clarke, and 
this was important to media 
departments, fof they knew 
exactly who the journal was 
going to. Circulation analyses 
were available—“and it is the 
quality of readership with which 
we are concerned,” he added. 

If the editorial was bad, or was 
not of sound news value, the 
paper would not be read. Long 
articles had proved less popular 
than short ones. And advertising 
did not influence editorial. One 
way of judging how much of the 


ISMA conference 


Theme of the 21st annual con 
ference of the Incorporated Sales 
Managers’ Association, at Harro- 
gate this week-end, is “The sales 
challenge of 1956—how to keep 
prices down when production 
costs are rising.” 


journal was being read was the 
reader-inquiry service, which was 
normally constantly at work. 

Mr. Clarke thought that there 
was a need for an “audit bureau 
of circulations” to deal with con- 
trolled circulation journals. In 
the United States such a bureau 
did exist, and it was very near the 
time when something similar 
should be started in this country. 

Mr. Shuttleworth regarded it as 
most important that people 
realised the difference between 
controlled circulation and free- 
distribution journals. Controlled 
circulation journals were sent 
only to the people who were able 
to influence sales. 

Circulation was the’ main 
weapon on the advertising side. 
They could give factual answers 
to whatever questions were put 
to them. “We can give an exact 
breakdown of circulation—even 
down to the type of executive the 
journal is going to,” he said. 

No effort was spared to ensure 
that manufacturers received in- 
quiries resulting from either 
editorial or advertisements. “If 
the circulation, copy, and the 
product is right we should land 
you a large number of inquiries,” 
he claimed. 

It was possible to test the pull 
of a controlled circulation journal 
by one insertion in it, for 
inquiries should come even from 
the first insertion. 


moment we have not invested 
anything.” 

Cecil H. King, chairman of the 
group, said that the reasons for 
the new departure were that “the 
possibilities of commercial tele- 
vision are vast, and it would be 
quite ridiculous for modern 
expanding newspapers to ignore 
this fact.” 

Commercial TV, said Mr. 
King, was already impressing 
leading advertisers as a medium 
supplementary to newspapers. 
It was already well established 
and was bound to flourish, as it 
was bringing entertainment and 
information to an ever-growing 
public. The “Mirror” group had 
always intended to play its part 
in this important new develop- 
ment, 

“The directors of this news- 
paper group who will represent 
our companies in the TV field will 
be announced later.” he added 

Mr. King pointed out that 
when commercial TV arrived in 
this country it was welcomed by 


the Daily Mirror, although it 
was attacked by newspapers “less 
certain of their own future.” The 
monopoly of the BBC. had 


existed far too long. 
“Just as there are rival news- 
papers, with varying degrees of 


Granada in ‘TV Times’ 


Details of the Granada TV 
Network Ltd.'s commercial tele- 
vision programmes will be pub- 
lished in “TV Times,’ Lester 
Wilson, the editor. announced 
this week. 


success, so obviously there should 
be healthy rivalry in the great 
new medium of television: 

“The attitude of the Express 
group in attacking commercial 
television has always seemed to 
me prejudiced and unreal. A 
more progressive course was 
taken by Associated Newspapers 
Ltd., which controls the Daily 
Mail, the Sunday Dispatch and 
the London Evening News.” 

Norman Collins, deputy chair- 
man of ATV, stated that this new 
issue, with other money to be 
raised, would increase the com- 
pany’s capital from £1,020.000 to 
£2,020,000. 

FOOTNOTE: On Tuesday the 
Daily Express commented that 
the possibilities of commercial 
TV were as vast as “the bottom- 


less pit into which the commercial 
TV companies are pouring their 
wealth.” 
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E. Heath, 
the Perivan 
chairman of the industrial section 


the managing director of 
Group Ltd., and 


of the Southend Chamber of 
Trade & Industry, and Mrs. Heath 
(left), welcome the president of the 
Southend Chamber of Trade & 
Industry at a recent dinner and 
dance. 

Mr. Heath and his wife, who is also 
a director of the Perivan Group 
are shortly to make a tour of 
German printing establishments in 
order to keep in touch with con- 
tinental printing developments. 


Writing that 
glows on new 
display piece 


A display and announcement 
panel incorporating a black glass 
surface on which it is possible to 
produce brilliantly glowing 
coloured writing as often as 
desired, is being launched in this 
country by a new company, 
Femple Advertising Services Ltd., 
of London, 

An ADVERTISER'S 
reporter writes: 

Marketed under the name of 
Publicray, the panel, a French 
invention, is manufactured in this 
country under licence. The speci- 
mens I examined consisted of an 
aluminium frame 19} in. across 
by 16 in., incorporating a glass 
panel 17} in. by 13 in. 

The glass appears black, and 
can be written on with special 
coloured chalks—white, yellow, 
blue, green, or red. The writing 
glows brilliantly and without any 
surrounding blur of “halation.” 
In diffused daylight, or any 
illumination except direct sun- 
light, it shows up almost as 
brightly as in the dark. It is 
wiped off with the aid of a clean- 
sing fluid. 

It is possible for part of the 
panel to be occupied by “semi- 
permanent” printing, such as a 
firm’s title, while the rest is avail- 
able for writing. 

Running costs are negligible, as 
the illumination is provided by a 
15-watt lamp. 

Publicray has already been 
installed in the Paris Bourse. 

The price is £14 10s. Directors 
of —— — Services 
Ltd. are J. T. Cooper, A. Joseph, 
Mrs. J. I. Reece, and FE. Ward (a 
paper merchant). 
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Audited weekly net sale 5,600,642... 


One person in three LLP.A. Readership 13,655,000... 
Inch Per Thousand Rate “84d. No 
reads the really national advertising campaign 

Sunday Pictorial can afford to exclude the Sunday 


Pictorial—the newspaper that is read 
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by one person in every three. 
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Exhibition halls 
at Blackpool 


Blackpool Corporation is 
considering a scheme for pri- 
vately financed exhibition 
halls. They will cost about 
£500,000. A sub-committee 
has recommended the town 
council to set aside a site on 
the old airport at Stanley 
Park, Blackpool. 

Primarily the halls would 
accommodate exhibitions of 
heavy textile machinery, but 
they would also have to be 
used for other purposes to be 
a paying proposition. Fifteen 
organisations have informed 
the local authority that they 
would be interested either in 
financing or renting the halls. 


B and K tie-up 


An advertisement for Canada 
Dry tying-up with the arrival of 
Marshal Bulganin and Mr. 
Khrushchev last Thursday 
appeared in that day’s issues of 
the London evenings. Dolan 
Davis Whitcombe & Stewart Ltd. 
are the agents. The current cam- 
paign is being interrupted for a 
special series on vodka. 


New leather line 
launched at party 


To introduce a new line in 
travel and other leather goods 
made from arctic seal, a bold- 
grain black leather, at B. Lewis's. 
the Piccadilly leather goods shop. 
a press party was held on Mon- 
day, organised by Miss Vera 
Clarke, of G. S. Royds Ltd. 

A new cocktail, Black Seal, was 
served, and each visitor was given 
a cheque-book holder made of 
arctic seal. 


New use for Diolam—a laminate of 
Diophane cellulose film—is_illus- 
trated by this coloured wrapper for 
the cherry and fruit cake of Gateaux 
Lid., of Dublin. Printed gravure in 
six colours, the wrapper enables the 
cakes to retain their moisture. The 
wrapper was designed, printed and 
made by Transparent Paper Ltd. 


REGULATIONS 
‘A BURDEN’ 


‘Time and money are 


wasted’—Franco chief 


The administrative burden 
which the advertisement regula- 
tions place on the outdoor adver- 
tising industry was denounced by 
J. F. Mallabar, chairman, at the 
20th ordinary general meeting of 
Franco Signs Ltd. 

“The real problem presented 
by such regulations is the waste 
of time and of money which they 
involve,” he said. “Admitting for 
the purpose of argument (and we 
admit it only for that reason) that 
such stringent controls are for 
any reason of value, the argument 
still remains that whatever benefit 
may be derived from them is stil! 
not worth the expense involved. 

“Supposing a customer desires 
to have an illuminated sign on 
the front of his building. We 
have to apply for permission to 
erect that sign before we can 
execute the order. 


Routine matters 


“Although we may well know 
that permission will be granted. 
we still have to go through all the 
routine involved in filing a 
detailed application. We then 
have to wait for many weeks 
while that application is con- 
sidered by the authorities. 

“In addition to the time spent 
on the application by our own 
staff, the staff of the local 
authority then proceeds to devote 
its attention to the matter. 

“All this costs money 
absorbs effort. To what 
pose?” 

The directors recommended a 
dividend of 12 per cent, an in- 
crease of 2 per cent on the pre- 
vious year. This leaves £98,477 
to be carried forward, in com- 
parison with the £64,439 brought 
in. 


and 
pur- 
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Some of the products which can be manufactured from expanded metal 
are on show at an exhibition opened by the Expanded Metal Co., Lid., at 


the Tea Centre, Regent Street. 
to tour the country, is 
of expanded metal. 


The purpose of the exhibition, which is 
to draw attention 
The material on show, say the organisers, is the result 


to the range and versatility 


of continued research and technical improvements over 60 years. 


“Too many planners in TV films’ Ford 


man tells Creative Cirele 


Sponsored films cannot be written by 


a committee. one 


Only 


person should be given the responsibility of speaking direct from 


the screen to the audience 


was contended by Carol Reisz, 


somebody with creative potential. 
film 


This 


and TV officer of the Ford 


organisation, when he spoke at a dinner meeting of the Advertising 


Creative Circle last Thursday 

“Sponsoring companies must 
get back to the pre-war principle 
of employing artistes.” he said 
“One of the difficulties is that all 
the pre-war documentary artistes 
have now become adminis 
trators. 

“The briefings given to most 
documentary companies are of 
such a nature that good films 
those that will interest you and 
me—cannot be made.” he said. 
and gave an amusing account of 


Poster applications 


Reporting that 872 applications 
for outdoor displays were dealt 
with during 1955, the planning 
and development committee cf 
the Lancashire County Council 
says that 66 per cent were 
approved and 34 per cent refused 


Market research course in London 


Students of the Market 
Research Society are due to 
assemble at Londonderry House 
at 2 p.m. to-day (Friday) to begin 
a two-day London’ week-end 
course. Under the chairmanship 
of D. Pickard, Research Services 
Ltd., the Society has a full and 
varied programme of lectures and 
discussion arranged. 

Following an introductory talk 
by Roger Lloyd of S. H. Benson 
Ltd., the first half of the confer- 
ence will be devoted to a sympo- 
sium on the subject “What the 
Client Needs to Know.” Speakers 
include Frank Hewitt of the 
Beecham Group Ltd., W. A. Wil- 


son of H. J. Heinz Co., Ltd., Alec 
Bristowe of London Press Ex- 
change Ltd. and Jack Haydock of 
Masius ‘& Fergusson Ltd 

To-morrow the members will 
hear a number of experts talk on 
“How Market Research Tackles 
the Problems.” H. Munt of Uni- 
lever Ltd. will open the discus- 
sion, followed by F. Edwards of 
British Market Research Bureau 
Ltd., Glenys Preece of Beecham 
Group Ltd.. W. Gregory of The 
Gallup Poll, and David Pickard 
of Research Services Ltd. 

The week-end course ends 
to-morrow night with an informal 
quiz of the above speakers. 


the normal complex _ briefing 
sessions which take place during 
the planning of a documentary. 
Mr. Reisz said one of the 
main faults of the British docu- 
mentaries to-day was their 
anonymity which led to their 
usually being about subjects 
which did not interest anybody. 
He suggested that before a 
script was written the intended 
story should be written in article 
form. “If it makes reasonably 
interesting reading then perhaps 
the film can be made,” he said. 
“Since we have been involved 
in TV commercials,” he con- 
tinued, “we have all had it 
drummed into us that 80 percent 
of film impact is visual. If this 
is so, then the first thing in plan 
ning a film must be the images. 
Films should use the most visu 
ally eloquent material available 
people. If we want the film to 
live then we must simply employ 
human beings.” 
Mr. Reisz 
from the 


showed excerpts 
documentary films 
“Momma Don't Allow” and 
“Oh! Dreamboat™ and several 
30-second TV cartoon commer 
cials made by the UPA cartoon 
company for Ford in America. 


Departments move 


Clifford Bloxham & Partners 
Ltd.'s media planning, space buy- 
ing and accounts departments are 
now at Gwydir Chambers, 104 
High Holborn, W.C.1. All other 
departments are still at Lion 
House. Red Lion Street, W.C.1. 


FOR 
ARRESTING 
ADVERTISING 


~ANIMA 


FRANK LANE PHOTOGRAPHIC AGENCY 


Specialist in Natural History 


CONSULT 


116 Evelyn Avenue 


RUISLIP, MIDDLESEX 


Ruislip 6393 & 5906 
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TELEVISION PROVES ITS 
POWER 


to sell food and drink 


REMARKABLE INCREASES IN BRAND-AWARENESS 
FOR ATV-ADVERTISED PRODUCTS 


The charts below illustrate the findings of TV Research 
(Gallup Poll) Ltd., when the question “ What is the first 
name you think of in (product group)?” was put to a 
sample of Londoners just before the opening of ITV in 
September last year. A few months later the same ques- 
tion was asked. The answers are tabulated separately 


into those from ITV and non-ITV homes. 


Summer County Margarine Cookeen Cooking Fat 
'rv HOMES NON-ITV HOMES ITV HOMES NON-ITV HOMES 
4 
ry P rr 
a+ 
oe 
} | n.. 
- © 
| 
le we . 
| | | | 
= | bes 
Advertising in other media raised | Cookeen was a brand-leader already 
Summer County from fifth to fourth | before television. Television increased 
place in non-ITV homes. In ITV homes | its lead in ITV homes—but in non-ITV 
it leapt from last to second place, | homes it fell back to second place. 
ousting five competitors. 


Sunfresh Orange Drink 


ITV HOMES NON-ITV HOMES 


Sunfresh ranked eighth with consumers 
41 before TV advertising: in three months 
television raised it to third place, 
displacing five competitors. 


ADVERTISING AGENTS Summer County 
Margarine—Pritchard Wood & Partners 
Ltd.; Cookeen—Lintas Ltd.; Sunfresh— 
Colman Prentis & Varley Ltd.; Quorn 
Specialities Ltd.—Gee Advertising Ltd. 


SELLS MORE—COSTS LESs! 


THE FINAL PROOF—SALES 


Television has proved itself able to increase brand-aware- 
ness quickly. But the final proof of its immense power as 


an advertising medium is shown by the sales themselves. 


For example, recent research on the use of Summer 
County Margarine in homes with and without television 


yields these remarkable index figures: 
Use in homes without television - - - - 100 
Use in homes with television (BBC only) - 100 
Use in homes with Independent Television - 170 


On a smaller scale, the rapid sales rise enjoyed by Quorn 
Specialities Ltd. (sauce makers), following only two 
advertisements on Midlands ATV, continues to astonish 
the manufacturers. Davenport’s beer has a similar 


success story to tell. 


Every day ATV receive confirmation from advertisers, 
large and small, of the unique power of television to sell 
food and drink products. If you have not already seen 
our leaflet on the subject, do please send for one. It 
gives detailed information on how advertisers of various 
products in this group successfully used television. For 
no other medium can sell so directly, so quickly. And, 
if you will write or telephone to ATV, you will find that 
it costs far less than you think, 


ASSOCIATED TELEVISION LTD,, TELEVISION HOUSE, KINGSWAY, LONDON, W.C.2, CHANCERY 4488 
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ADVERTISER’S WEEKLY 
COMMENT 


FIGHTING 
TALK 


One of the post-war failings of 
organised advertising was its 
reluctance to speak up for 
itself when the critics of the 
business were most active. 
There was a strong school of 
thought which argued: “Let us 
get on with the job and never 
mind what they say.” 

Now the ostrich attitude is dis- 
appearing. There is a new and 
welcome tendency to snap 
back, and right in the forefront 
of the counter-attack is Lord 
Luke, president of the AA. 

This week he has demonstrated 
in a letter to the “Daily Herald” 
not only what a good advocate 
he is but also what a sound case 
he has to present. 


‘Paradise’ 


Harold Wilson had written about 

industrial frivolities and waste 

. . “nowhere more true than 
in our fantastic expenditure on 
advertising and sales promotion 
in the home market.” Britain 
was “an advertiser’s paradise” 
and “a large proportion of such 
expenditure should be refused 
tax exemption.” 

Lord Luke hit right back with 
facts and figures which should 
be in the locker of every 
advocate of advertising. Adjec- 
tives, he said, are cheap. So is 
advertising. 

We are spending on it to-day a 
smaller proportion of the 
nation’s income—just under 
twopence in the pound—than 
we were before the war. The 
money spent on publicising a 
popular car is under {£2 10s. 
Petrol advertising costs between 
4d. and 4d. a gallon. 


Prosperity 
Lord Luke states the case for 


advertising in a nutshell when 
he says: 


@ Good advertising, so far from 
costing money, is actually paid 
for in full out of the new 
wealth which it helps to pro- 
duce, or better value, or both. 
He who attacks advertising, 
attacks our power to sell. He 
thus attacks our power to pro- 
duce, and with it your liveli- 
hood and your standard of 

living. @ 


FOR PLANNED | 


TALKING POINTS 


. 1956 


Alight here for Claygate f ireplaces 


This sigt. which went up at Claygate Station recentl) 
here for OXFORD marmalade, 


opens up interesting possibilities. 
or ‘All change for BATH buns’? 


What about ‘Alight 


Advertise when goods aren’t there 
—and you sell for a competitor 


F there is anything worse 
than no advertising it is 
wasteful advertising. It is no 
use to the manufacturer of the 
product offered, to the retailer, 
to the agent who creates the 
ad or to the medium that 
carries it. 

Small examples are to be seen 
from time to time on commercial 
television. For instance, a spot 
on Saturday night urging house- 
wives to order more for the week 
end. 

A little late for that sales 
message. The week-end begins 
on Friday night in most homes. 

Another example of wasteful 
advertising is being talked about 
by furniture retailers. 

It appears that at least one of 
the big brand manufacturers, 
while advertising on a massive 
scale, is unable to meet the 
demand for his products. And the 
retailers are angry when growing 
numbers of customers ask for 
furniture which cannot’ be 
delivered for weeks. 

What is the policy behind such 
advertising? It can scarcely be to 
build up goodwill. Perhaps the 
idea is to create a great demand 
for increased future supplies. 
Retailers, however, say that 
doesn’t work. People will not 
wait for delivery these days. If 
they go into a shop for one brand 
and cannot get it they take 
another. 


TAKING THE LID OFF 


OW often is buying confi- 
dence destroyed at the point 
of sale? 

Consider the case of the young 
husband who bought a refrigera- 
tor from a London showroom. 

After a wait of two weeks, it 
was delivered without a top. The 
explanation was that there was a 
shortage of tops in the colour he 
wanted. 


Yet the advertising of this pro- 
duct heavily emphasises the 
eolour choice 


BULL 


HERE was plenty of light- 

hearted banter at the Layton 
Awards presentation lunch on 
Tuesday, [The speakers were 
jovial. 

Table talk, however, veered 
towards next month’s Advertising 
Association Conference. Would 
Brian MacCabe’s bold experi- 
ment with working sessions come 
off? 

Just as some of the answers 
were becoming serious, George 
Dunbar stood up with a neat 
suggestion. 

He said he believed advertising 
men could learn a good deal from 
the exhibition of entries for the 
Layton competition. Brian 
MacCabe had already found a 
symbol for the AA Conference 
on the back page of the Apver- 


@ Plans are well advanced for 
the publication of a magazine 
for interior decorators. It 
would appeal to the trade and 
the public. 


The introduction of Hulton’s 
new Sunday paper is expected 
to lead to rapid developments 
in the use of colour in adver- 
tising in national dailies. 


@ The use of gold foil for wrap- 
ping is to be extended to more 
products. 


Men at the top of some of the 
programme contracting com 
panies are still not settled. 
Several changes are expected 
soon. 

@A product to be 
shortly with 


marketed 
finger-stain _re- 


moving qualities will be backed 
with regional advertising. 


rISER'S WEEKLY Supplement illus- 
trating the winners. 


The ad to which Mr. Dunbar 


referred was for Fisons fertilizers. 


Its illustration was 


a bull! 


STRONG STUFF 


HO thought of it first ? 
A. L. Finn sends from 


Sydney, Australia, a pull of a 


label 
Malt Extract, 


of Saunders’ 
illustrated with a 


from a tin 


little lad carrying a steel girder 
on his head. The slogan is: “For 
building strength.” 


Guinness 


Mr. Finn refers to a famous 


poster which won 


Gilroy a design award in Copen- 


hagen and asks: 
originality ? 
ested to 
Melbourne has 


“Was it for 
You may be inter- 
that a firm in 
been using the 


know 


same idea for the past 25 or 30 
years.” 


Do vou remember the first 


Guinness girder ad ? 


TO-MORROW’S TOPICS 


New point-of-sale advertising 
idea: Special wallpapers are to 
be produced featuring product 
and sales motifs for use at 
exhibitions and in window dis- 
plays. 

Strict rules about health claims 
self-imposed by some big 
cigarette manufacturers will be 
eased as the battle for popular 
sales develops to record inten- 
sity this summer. 

A new bid is to be made by 
Irish advertising agents to 
secure recognition by British 
publishers’ organisations. 
Economy moves in some ad- 
vertising agencies will lead to 
a cutting down of public rela- 
tions, TV and marketing execu- 


tives. 
ROUND TABLE 


DIRECT MAIL — ADVERTISING 


THAT SUCCEEDS -CONSULT 


445, STRAND, LONDON, w.c.2 
Phone: COVent Garden 0755 
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Illustration shows main 
information store of Elliott 
402 Electronic Digital Computer. 


"The Brains of Automation. .. 


A reference to facts and figures noted in THE FINANCIAL TIMES is often the starting 
point for applying new techniques to industry, solving management problems or 
capturing new markets. In the pages of this daily newspaper science, industry, com- 
merce, finance and current affairs are seen to be clearly integrated. Because its 
reporting of business news is so comprehensive, accurate and _ well-informed 
THE FINANCIAL TIMES is essential to Top Management. Put its advertising columns to work 
for you and you can be assured of reaching thousands of offices where important 
buying decisions are made. 


* Subject of a feature article in The Financial Times and typical of many reasons Why « « « 


Men of Industry read 


THE FINANCIAL TIMES 
every day 
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REVIEW OF ADVERTISING 


The way to the 


presidency 


HERE must be a moral 

somewhere in the recent 
report in Printers’ Ink that a 
young man, aged 35, who has 
only been in advertising for 10 
years, has been appointed 
president of one of the 
famous international advertis- 
ing agencies. 

In a press interview he made 
some comments on the impor- 
tance of good copy in advertise- 
ments, and added airily that to 
be a good copywriter a man 
needed only two things. 

@ An ability to write. 

@Some 15 years’ experience 

under his belt. 

It makes tough hearing for 
any hopeful young copywriter 


By COPYTASTER 


who is carrying a_ president's 
baton in his brief-case. 

And the moral ? 

Perhaps there is none after all, 
except that to be made president 
of an international agency a man 
needs only two things : 10 years’ 
experience under his belt and— 
like this young man—a father 
who has just retired from the 
president's office and is ready to 
hand over the reins. 

To make a success of the job 
he may also need some other 
qualifications. Tact, for example. 


* * * 


READERSHIP TESTS sometimes 
give the lie to people’s most 


SOUTH EASTERN 


GAZETTE 


Head Office: MAIDSTONE 5588 London: 80, FLEET ST. Central 7500 


CHATHAM 
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In Copytaster's 
view this Puritan 
soap advertisement 
seems to suggest a 
deliberate attempt 
to break away 
from the “shouting 
and screaming” 
technique. 


firmly held beliefs—but I should 
be astounded if a photograph of 
a bride is not one of the most 
powerful attention getters you 
can find. And as with all pic- 
tures of people, a bride doing 
something active will always be 
more effective than a “still life” 
portrait. 

So Puritan Soap were off with 
a flying start in this picture of 
a bride and her groom admiring 
one of the wedding presents. 
The headline refers, in a sense, 
to the clock in the photograph— 
and the copywriter was proud 
enough of his wit to emphasise 
it with an exclamation mark. 

But is. it really so good as all 
that? Is it so compulsive that 
most of the readers will want to 
see what it is all about? 

I find it very hard to believe. 


Keeping it quiet 
The layout and 
even the typography 
suggest a deliberate attempt to 
break away from the shouting 
and screaming soap and detergent 
advertising now in vogue. 

One feels tha¢ the advertiser 
has decided there are other 
ways of wooing a woman than 
bludgeoning her upon the head, 
and I hope to goodness he is 
right. But even when one has 
cornered a girl, it really is not 
a good idea to whisper sweet 
nothings in her ear—particu- 
larly if you are not even sure 
she is listening. 
Just before the 

team went on to 


copy—and 
seem to 


Cambridge 
the field at 
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With a husband and home to look after 
from now on, she won't have much tis on 
ber hands. But though marned ide may 
be bury, she'll stil! want her hands to beep 
thew smooth, wedding-J+y bn elines 
: and with Porta, the gentle, greeo househald 
z 
_ 


+ 
' Time on her hands! 


soap, she li had that no problem. 


gets Chings clean easily and quickly — 
and you'll find a littie goes « long way. For 
suiting stubborn dirt on cufty and 


Twickenham some 
their captain reminded them that, 
in all probability, none of them 
would ever in their lives be so 
fit again as on that day. 

Does anybody ever say some- 
thing like that to a bride about 


years ago 


her hands? The copy talks 
about preserving their wedding 
day smoothness, but perhaps the 
idea could be put more drama- 
tically. It would be worth try- 
ing, and I am fairly confident 
that it could be done with 
dignity. 
Question of grammar 

A correspondent signing him- 
self “Pedant” has been complain- 
ing about a phrase that—with 
variations — some advertiser, 
somewhere, must be using every 
day of the week: “More people 
like Watney's than any other 
brown ale’; “More British 
people like Quink than any other 
brand of ink.” Perhaps some 
other readers are confused? 

He says he knows all right 
what Watney’s are getting at, 
but if he thinks precisely about 
it, he believes it to mean that 
there are more people than brown 
ale. 

Maybe he is right—hut he is 
also entirely wrong. The phrase 
is a colloquialism honoured by 
time and usage, and his pen 
name should be prefixed by 
“Pernickety.” 

On the other hand, I give three 
loud cheers for the correspondent 
who objects in vigorous and 

@ Continued on page 22 
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Specimen Copy 
] 17 / : and Advertisement rates from: 
Z > TOTHILL PRESS LIMITED 
33 TOTHILL ST., LONDON, S.W.!. 


Controlled Circulation Telephone: Whitehall 923 


First Jssue - April 24th. 
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Catering Equipment News will introduce a new format essentially designed to give maximum prominence 
to the advertising message and yet maintain editorial balance. 

Clear, easy-to-read illustrated editorial articles reference numbered for quick identification and a prepaid 
Reader Service Form to encourage enquiries. 


* EXCEPTIONAL COVERAGE 


r Over 21,000 directors and executives in all sections of the catering trade will receive regular copies. The 
distribution will be strictly controlled to ensure ““No Waste” and periodic checks made to maintain high 

; quality leadership. 

4 Opening circulation to Hotels, Industrial Canteens, Hospitals, Schools, Education Authorities, Uni- 
versities, Caterers in Rail, Sea and Air Transport, Government Departments and H.M. Services, 
Industrial Caterers. Manufacturers and suppliers will be assured of an ‘ active’ coverage at rates 
economically sound. Special series rates available for 3, 6 and 12 insertions. Large page size utilizing 
wide column editorial measure and usual 10 x 7 advertising page area. 


* OUTSTANDING RESPONSE 


Controlled circulation journals properly produced and distributed bring outstanding response. Cost 
per enquiry is distinctly low and advertisements remain ‘ active’ for a greater length of time. 

All advertisements are prominently positioned and have reference numbers to facilitate easy and quick 
enquiry. 
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Copytaster savours some 


nightcap copy 


vitriolic language to the first 
sentence of an advertisement for 
Max Factors “Hi-fi.” 
“To-day Max Factor brings 
you a new concept in make-up, 

a discovery that makes possible 

new subtle colours that give 

you a look of radiant natural 
beauty all other make-ups have 
strived for without success.” 

Fie! Fie! Mr. Factor. 

We shall pass over the horrible 
word concept (which you find so 
endearing that you use it three 
times in this copy) because I 
suppose idea is too simple for 
your taste and your readers are 
frightened of conception. 

But strived is more than I can 
stomach. Kindly conjugate the 
verb “to strive” 100 times in your 
best handwriting by noon to- 
morrow or you will never be for- 
given. 


Well researched subject 


How many people in Great 
Britain have a glass of whisky as 
a night cap? Precious few, I 
imagine ; and bed time drinking 
has been so intensely market- 
researched that scores of readers 
will hasten to tell me if I am 
wrong. 

Will this White Horse adver- 
tisement add greatly to the night 
cap drinkers and make Horlicks 


ia 


or Ovaltine shake in their shoes? 
Obviously, it will do nothing of 
the kind—but it may do some- 
thing else and do it well. 


It may—and almost certainly 
will—catch the eye of a great 
many people who are very 
interested in sleep and 
insomnia, and the charm of its 
copy may dispose them most 
favourably to this brand of 
Scotch. 


Countless members 


For “sleep” is a good catchword 
in a headline. People who sleep 
badly now or fear they may do 
so very soon are beyond all 
counting—and they read every- 
thing about sleep that meets their 
eye. Quite incidentally, such 
neurotic people are a very good 
market for whisky at any time of 


day. Or have I been reading a 
temperance tract too credulously? 
But all that is by the way. 


What I want you to do is read the 
copy. Do not stop to analyse 
every word and phrase of it, but 
read it as a whole, and experience 
the warmth and pleasure that 
come from simple words superbly 
chosen and arranged. 

Then, if you are feeling ener- 
getic, write another piece of copy 
on the same subject with the same 


Sleep well content 
Of the thing» that s man may reasonshly do to 
secure his own creature comfort, there are few simpler, 
and pone more senuble, than taking a drop of Scotch 
whisky on the way to bed. 
You are leaving to-day for tomorrow. Take your leave 
gracously and pleasurably. Wish yourself well. Choose 
a whosky soft woth great age, saft as a benediction. 
Por its geationess snd lasting glow White 
Horse whisky hes long been famed. Trust a 
White Horse to carry you rmeethly ecrem 
the borderiaed of sheep Ht knows ene wey. 


WHITE HORSE 
Scotch Whisky 
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Copytaster considers that this 
advertisement may well be highly 
successful. 


quality of easy reading and sim- 
plicity. If you can do it half as 
well I would like to hear from 
you and | might even buy you a 
little lunch 
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Here it is: 

“Sleep well content. 

“Of the things that a man may 
reasonably do to secure his own 
creature comfort, there are few 
simpler, and none more 
sensible, than taking a drop of 
Scotch whisky on the way to 
bed. 

“You are leaving to-day— 
for to-morrow. Take your 
leave graciously and _pleasur- 
ably. Wish yourself well. 
Choose a whisky soft with 
great age, soft as a benediction. 

“For its gentleness and last- 
ing glow White Horse whisky 
has long been famed. Trust a 
White Horse to carry you 
smoothly across the borderland 
of sleep. It knows the way.” 


Animal world 


London Zoo, by Philip Street, pub- 
lished by Odhams Press Ltd., price 16s. 

IF THERE is one device that 
can hold a candle to “cheese- 
cake” for attention-getting in ad- 
vertisements it is the presentation 
of an animal — preferably one 
with certain human resemblances. 

And the more one looks at an 
animal the more human it seems 
to become although, reading that 
observation, some animals might 
reasonably register a protest. At 
all events this book will certainly 
do advertising men no harm to 
read and may even be of profes- 
sional value to them. Certainly, 


Fred Banbery, a Londoner by birth, worked 


in several Agencies from 1930 till he joined 
The Times of India as Staff Artist. 
Among many U.S. publications he has 
illustrated was the special Simon & Schuster 
edition of Pickwick Papers. Since 1949 
he has worked mainly for Advertising and 
the foremost American magazines. This drawing 
was awarded the U.S. Art Directors Club medal 
for 1951. He has also received the Club medal 
in 1952 and Certificate in 1953 for his 


Pennsylvania Company Advertisements. 


FRED BANPERY JOINS 
INTERNATIONAL 
ARTISTS 


it is delightfully written. 
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SPECIAL RATES FOR QUANTITY ROOF PANEL BOOKINGS 


TAKE ADVANTAGE NOW of the British 


Transport Commission’s offer of special 
quantity rates for roof panel advertisements 
on their London Transport vehicles. More and | 
more of the country’s biggest advertisers are 
taking this opportunity to send their message 


along with the shopping millions—almost to , 
the point-of-sale. This is your chance, too, of 


greater impact with more advertisements. 


BRITISH TRANSPORT ADVERTISING \, 


FULL DETAILS OF BRITISH TRANSPORT SITES FROM— 
CHIEF COMMERCIAL ADVERTISING OFFICER, British Transport Commission, Cranbourn Chambers, Leicester Square Station, London, W.C.2. 
Telephone: TEMple Bar 3490 
OR 
ADVERTISEMENT MANAGER (SCOTLAND), British Transport Commission, 6/7 Castle Terrace, Edinburgh 1. Telephone: FOUntainbridge 5222 
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To Office Boys with 


‘Managing Director’ ambitions 


Quiz for the office boy on his way up 


@ Do you know when to use Direct Mail? 


A When your market can be defined and you want to be 
sure that every likely prospect gets your message. 
When you want to say more than you’d manage to 
get in an ‘ad’, 

When you want to give your campaign a personal 
touch. 

@ Do you know when to use BIA? 


A Whenever you're thinking of using Direct Mail. BIA 
mailing lists give the most up-to-date and accurate 
coverage, and BIA can help you with your planning too. 


The first step is to send for a copy of our “ Mailway” 
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DIRECT 


MAIL 


; enw. he aotion 


Tailor-made 


NE of the several advan- 
tages of advertising by 
direct mail is that it can be 
directed at a selected audience. 
If your product is of particular 
interest to say, abattoirs, then 
you need not waste a penny in 
extolling its virtues to beeswax 
refiners. There, in a nutshell, 
you have the case for the 
“research built” mailing list. 

In the first place we must de- 
cide what “Research” is, and 
secondly, what standards should 
govern the use of the word when 
applied to any list that you may 
wish to use. 

“Research is a course of criti- 
cal investigation by experts that 
incorporates and reconciles true 
facts from every known contem- 
porary work on the particular 
subject.” That definition is good 
enough for Harwell physicists 
and can be acceptable as a 
criterion for research in a rather 
more humble sphere. 


Need of library 


Translated into terms of our 
medium, it means that a direct 
mail contractor who labels his 
lists as the results of “research,” 
should be in possession of a ref- 
erence library containing many 
thousands of publications, plus 
trade journals, parliamentary re- 
ports, holiday and guide books, 
appropriate cuttings from some 
120,000 newspapers published 
every year, Chamber of Com- 
merce lists, magazines and the 
many thousand voters lists. 

This library (larger than many 
public ones) must be adminis- 
tered by several qualified 
librarians and the intricacies of 
their work demands an education 
of university standard. Like any 
other similar institution, the 
direct mail library is in a state of 
constant change; every book on 
its shelves must be renewed the 
moment its next edition is pub- 
lished, while those volumes that 
are current must be kept that way 
by the steady flow of information 


By DR. J. S, NETTER 
managing director, British & International Addressing Ltd. 


that comes from the press cutting 
sections. 

Nothing can be ignored in 
this battle to keep the library 
informed of every change or 
addition to the information it 
holds. Gossip columns to zoo 
openings are faithfully re- 
corded for the ultimate benefit 
of the direct mail user who 
wants the best. 

Supporting the librarians there 
must be a detailed cross refer- 
ence index, for no single publica- 
tion is sufficiently comprehensive 
to yield a mailing list of the 
standard advocated here. 

To illustrate by example let us 
take a list of “Pumping machin- 
ery manufacturers.” For this, 
one should use some 30 
different publications and al- 
though the last 12 volumes 
might give no more than an 
additional 10 names, it would be 
those very 10 names that may 


70H SEELANG GAME 


reap the reward you seek, for it 
is only the people who pay for 
research who ever circularise 
them, and they have learned 
from experience just how much 
more improved is the chance of 
selling when their offer is not 
accompanied by a dozen others. 

Nowhere is this state of affairs 
in greater flux than in the retail 
groups. Of the 600 towns in the 
United Kingdom with popula- 
tions above 10,000, no more than 
half of them are covered by the 
town directories that are the 
main source of information for a 


certain class of direct mail 
contractor. 
The 300 towns not covered 


can be partially compensated for 
by the classified telephone direc- 
tory series, but these do not 
show the thousands of smaller 
traders who are not telephone 
subscribers and who, because of 
their small individual businesses, 


\™ \s 
aims 


To boost their sales contest and gift schemes Austin Reed Lid. sent 
out @ shot based on the game of snakes and ladders but styled the 
“Selling Game.” 


mailing lists are 
the keys to success 


are often more disposed to buy 
outside their normal whole- 
salers. 

It is at this point—about 25 per 
cent short of the maximum 
potential—that research becomes 
a vital necessity. With other 
groups, such as clubs and organi- 
sations or furniture dealers with- 
out hire purchase facilities, the 
need for research is apparent 
right at the outset of list building. 


Sources of information 

Town guides and local news- 
papers provide the nucleus data 
and the results can be aug- 
mented by delving into local 
directories and painstaking 
search and re-search of telephone 
books. This still leaves very 
many prospects undiscovered, 
but diligent study of appropriate 
weekly trade papers and even 
programmes of amateur dramatic 
society productions give us the 
names and addresses that can 
lift a mailing list into the 
“research built” class. 

Yet librarians and library 
are worthless if their achieve- 
ments are not upheld by the 
list builders who carry out the 
work to its conclusion. These 
people must be taught how and 
where to look—and how not 
to overlook. 

They must possess a good 
educational background with in- 
telligence and ability to apply 
particular findings to each par- 
ticular job, because they are the 
eventual arbiters as to such points 
as whether a gasket maker can 
truthfully be called a motor car 
accessory manufacturer, or an 
undertaker an embalmer. In 
addition, to this specialised know- 
ledge they are often called upon 
to supply facts and figures for 
foreign countries. 

The vagaries of advertising 
demands are responsible for 
much wasted work in _ this 
respect; but it is a hazard we 
expect and one that cannot be 
avoided in this business of com- 
piling lists specially tailored to 
suit individual schemes. 
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DIRECT MAIL IN ACTION 


Photography in industry— 


how the story was told 


BECAUSE so many of their 
regular customers had ex- 
pressed surprise at the wide 
scope of the services available, 
Photowork Ltd., of Brighouse, 
London and Manchester, 
decided to use the direct mail 
technique of advertising to 
drive home the innumerable 
ways in which photography 
can aid industry. 

The company, therefore, asked 
Osborne-Peacock in Manchester 
to design a booklet for circula- 
tion to customers and prospective 
customers, setting forth the ad- 
vantages of photography, par- 
ticularly in colour, to any selling 
campaign. The resulting book- 
let, illustrated with photographs 
and snappy drawings, was 
printed entirely in the letterpress 
department of Photowork Ltd. 

This selling device takes the 
form of a conversation between 
H. O. Cocker, the sales director, 


and his secretary, on the multi- 
farious aspects and applications 
of Photowork service. A novel 
lead-in shows a picture of Mr. 
Cocker as seen on the focusing 


screen of a camera . . . upside 
down. 

To the executives of regular 
customers this booklet was sent 


with a short personal letter. At 


An upside down view of the sales director appears in the booklet 
which has been widely circulated by Photowork Lid., to advertise 


the widespread nature of their service. 


Use the 
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monthly intervals there followed 
six actual photographs including 
one of a map denoting the loca- 
tions of all associated companies 
and local photographing facili- 
ties. 

As regards prospective cus- 
tomers the following procedure 
is adopted. 

A letterpress printed card, de- 
signed s! Osborne-Peacock and 
printed by Photowork is sent 
showing an arresting figure of a 
camera man with the message 
“Hold it’—pending the arrival 
of further publicity. 

The main booklet is then 
used as a second shot, and if 
no reply is received after a 
fortnight, a lighthearted re- 
minder folder, also designed by 
Osborne-Peacock and printed 
letterpress by Photowork, is 
mailed to emphasise that the 
contents of the booklet should 
not be overlooked. 


Reinforcement shots 


The six photographic shots 
sent to regular customers are 
also despatched at weekly inter- 
vals as persistent reinforcements. 

The booklet, the main plank 
of the campaign, makes abun- 
dantly clear the beneficial appli- 
cations of photography, colour- 
ing, silk-screen and letterpress 
processes to all types of adver- 
tising and the capacity of Photo- 
work to handle all facets of it. 

As the company points out, for 
medium and small users of direct 


@ Continued on page 28 


three - fold 
Attack... for Sales 


il paving the way 


SIMMONDS 
(POSTAL PUBLICITY) LTD. 


82-84 Peckham Rye, London, S.E.15 
Telephone : New Cross 0331/3 


—— a rn ih a POA io apo hU6lUwB OE Re 
PS—C—“C;isSCSsSSCiés | a 
ee 
a ee 
J ~~. - 
an 
/ Tt teseagee 
a 
ee a 
4 ca é = LSS © ized 
_ , (<a Ou" 
~ yA aA a a -ltatat . ee eae 
»” =s a ss os 2S o5< 7 
a el ee 
—s ag PS. 0 ae Chea 
i : er 
id ss ~~, < > a " 
es ee 
ees ane e ah oe — elaimaianeits r. 
a ee 
ma: B 
. Fel , 
e. 
Mr. PC. Barsitiagtigg . 
. —- 
with Direct Mc i 
neni i ; 
f a 
/ 


Apri 27, 1956 ADVERTISER’S WEEKLY 


Is it worth 
printing ? 


With Rotaprint you can print everything from office stationery to multi- 
colour sales literature, in fact anything your business requires whatever the quantity. 
No longer do you need to ask yourself the question “Is it worth printing?” You 
can print it quickly and economically with ROTAPRINT. 

This small offset litho machine is simple to operate, versatile in its applica- 
tion and produces results that are unsurpassed. We recommend that you investi- 
gate the possibilities of ROTAPRINT as applied to your own organisation. 
Fill in the coupon below for further details. 


ENQUIRY FORM L13 


Please send, without obligation, printed specimens and full details 
of Rotaprint. 


Sma l l oO ffs et DEPARTMENT 


pahintl eee T | 
a OTAPRINT LIMITED Pin this Enquiry Form to your letterheading and pass to 
RotaprintsHouse, Honeypot Lane, London, N.W.9. ROTAPRINT LTD. HONEYPOT LANE, LONDON, N.W.9. 
Tel: COLindale 8822 (12 lines) 
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“Probably the best volume ever written 
on the subject, it is certainly the most 
comprehensive ™ 


—writes WORLD'S PRESS NEWS of the first edition of 


How to Sell Successfully by 


DIRECT MAIL 


By J. W. W. Cassels 


SECOND (REVISED) EDITION NOW READY 


NOT A SINGLE ASPECT of direct mail procedure is over 

looked in this remarkably succinct volume. In 384 
authoritatively written pages it shows how to : compile 
and maintain your mailing lists; plan and write 
resultful sales letters, booklets, leaflets, and every 
other form of direct mail sales aid’; test and time 
your campaigns; handle enquiries and complaints ; 

select the right paper, envelopes, print. Case histories 
of 27 notably successful campaigns, and more than 
200 examples of proved-effective sales letters and 
mailing pieces, point the way to profitable direct mail 
sales for your business, Order your copy while 
the supply lasts. 

384 pages, 84° x 5)”; cloth bound; 

gold blocked; over 100 illustrations. 


-——— Fill in and Post To-day -—— 


B. T. BATSFORD LTD., Booksellers 
15 North Audley Street, London, W.1 


Please send me by return .................+ copy/ies of HOW TO SELL SUCCESSFULLY 
BY DIRECT MAIL. Invoice me on despatch at the post-free price of 22/- a copy. 


Name 


Address 


(Overseas: Cash with order, please) a 


@ This was OVCE 
a business 
problem! 


Holding on for con- 
nections—and think of the 
time wasted waiting for 
trunk calls—remember 
how tat client, feeling a 
little off colour, seemed 
to be on for hours—or the 


time it takes to contact 
the various departments. 
Merely place the receiver 
on the FONADEK and 
carry on—both oe ty free 
and no time wast 

FONADEKS by a eshauds 
guarantee’ increased ef- 
ficiency eliminating up to 
TWO HOURS WASTED 
TIME A WEEK, and 
remember, thanks to 
FONADEKS, the ** whole 
team "’ can now hear any 
conversation or particular 

_ instructions. 


Everyone needs a 
FONADEK from 
the Director to the 
Accounts Executive, 
to the Telephone 
Operator. 


... Now solve yours | 


with a FONADER system 


Just write ‘‘FONADEK"' on your letter heading and post it today. 
Visit us on Stand No. D.30 at the Factory Equipment Exhibition. 


FONADEK (BRANSON) LTD. 


(Dept. A.W.), Vivian Road, Birmingham, 17. Telephone: Harborne 2267/8. 
Branches and Agents throughout the British Isles. 


DIRECT MAIL IN ACTION 
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Think hard before you 
write—it pays 


says 

OW are- your _ sales 
letters? Are they doing 

the job? Pulling in orders ? 


Achieving what you want them 
to do? Or are they failing to 
hit the sales target for some 
reason you cannot define ? 

If you are not happy with the 
letters you have been sending out, 
here are a few tips which may 
help you. 

Before you sit down to write 
your next piece for direct mail- 
ing, make absolutely sure that 
you have all the relevant facts. 
List the selling points of the pro- 
duct and arrange them in order 
of importance. Gather together 
all the material which can pos- 
sibly help you—previous sales 
letters, those from rival com- 
panies about similar products, 
advertisements, pamphlets, press 
cuttings—and give them thorough 
study. 

The first 20 words of your 


a PUBLICITY EXPERT 


letter are more important than 
the next 200. Right from the 
start you must arouse the 
interest of the man to whom 
you are trying to sell: if you 
do not you are lost. 

Primarily, everyone is inter- 
ested in himself (or in his busi- 
ness, which amounts to the same 
thing) and for this reason you 
must show your prospect from 
the beginning that he is likely to 
gain at least some advantage from 
reading on. Take this for 
example: 

“ Here are the full particulars 
of a brand new —— which can 
increase your production by as 
much as 75 per cent, without 
adding more than a few farthings 
to your working costs. If I send 
along a representative, will you 
see him? Let him show you, 
free of charge, how this new low- 
cost product can be made to work 


@ Continued on page 30 


USE OF PHOTOGRAPHS —continued 


mail a real photographic produc- 
tion is often the most effective 
medium. An actual photograph 
packs a greater punch than nearly 
anything else, because it is so 
much more lifelike. Fine details 
can be revealed in a photograph 
under a magnifier, but more im- 
portant, however, is the proved 
fact that a good photograph is 
always only reluctantly thrown 
away. 

Even if not in itself of imme- 
diate value, experience shows 
that it is more likely to be valued 
and put away in a drawer for 
reference or later use, rather than 
consigned to the waste paper 
basket—and that is a very power- 
ful reason for the use of photo- 
graphic mailing cards. Apart 
from the lifelike reproduction it 
appears that it is still generally 
considered that the “camera can- 
not lie” and is thus more authen- 
tic. 

There is yet more to it than 
that. There are no costly pre- 
liminaries, no printing plates— 
merely negatives. For _ this 
reason the cost of small quanti- 
ties of photographic mailing 
cards is actually cheaper than 
photomechanic reproductions. 

Although the photographic 
emulsion is normally only on one 
side, the type of paper used as a 
base can only be of the highest 
quality in order to be free of 
impurities; the reverse side of 
photoprints is, therefore, ideally 
suited for letterpress text, silk 
screen printing, etc. 


t use 


GIANT ENLARGEMENTS 


“- 


- you are prepared to risk the 
consequences of ‘stopping the 
traffic!’”’ is how this card sent 
out by Photowork Ltd. continues 
on the back. 


Photographic cards certainly 
set a distinctive tone to a direct 
mail campaign and stand out 
among the mass of sales matter 
which goes through the post. 
They demand the attention from 
the executive to whom they are 
addressed and a series will cer- 
tainly establish both the firm and 
its products in their minds. 
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With nearly 90 years’ experience 
SMITH, DALBY-WELCH 


know all about effective coverage 


ot SPECIFIC AREAS 


One of the great advantages of 
DIRECT MAIL is its ‘directability’. 
The location and extent of 


your market may be dictated 
by circumstances, or chosen 
deliberately. Whatever its size, 
and wherever it may be, you 
can be sure of 100°, coverage . 
without waste, 

through Direct Mail. 

In nearly 90 years, we have learned a . 
great deal about the geographical 
distribution of people and trades, and we 
are continually extending our knowledge 
and keeping it up to date. All that we know 
is on record, for your benefit. Our advice 
at the planning stage of your Direct Mail 
campaign is freely available; our 


comprehensive, up-to-the-minute mailing 
lists are at your service and our 
mechanical resources have everything it 
takes to ensure that your mailing— 
whatever its nature or size—reaches the 
right people at the right time. 

May we send you a copy of our booklet 
DIRECT MAIL THROUGH S.D.W. ? 


If you would like to see a Direct Mail House in 
action—please telephone us. We welcome visitors. 


SMITH, DALBY-WELCH LTD 


POSTAL ADVERTISING CONTRACTORS 
ESTABLISHED 1868 


11-12 HALF MOON COURT - LONDON, E.C.1 + TEL: MON 9671 (s lines) 
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Expansio 


Grant’ 


Steadily increasing business demands new staff 
to handle it. So we are now actively seeking 
experienced men and women to join us in our 


bright future. We want to see ambitious 


Account Executives 
Visualisers 
Copywriters 


who have proved their value and can name leading 
men in the Agency world who will vouch for 
them. High salary for high ability. Holidays 


this year. 


Please write briefly and factually to : 


The Managing Director, 
Grant Advertising Ltd., 
36, Grosvenor Street, 
London, W.I. 


Marking your envelope, ‘‘A/C Executive’, 
*‘Visualiser’’, or ‘‘Copywriter’’. 
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DIRECT MAIL IN ACTION 


10 points to keep in mind 
about a sales letter 


for you for less than 1d. per 
day?” 

There it is, the whole story in 
a nutshell ; no possibility of miss- 
ing the point. You have already 
achieved what you set out to do 

. arouse interest in the reader's 
mind. Try to make your pros- 
pect feel that you are just as 
interested in helping him increase 
his turnover, etc., as you are in 
selling him your product. 

A really good lead-in is never 
easy to find. When you are stuck 
for ideas, try looking down your 
letter, to the second or third para- 
graph, because the sentence you 
want may be there. Some pub- 
licity men keep a file of press 
cuttings, gathered from all kinds 
of sources, containing phrases 
which might later provide starting 
points for the sales letters they 
have to write. 

Start such a file yourself, and 
you will be surprised how many 
things catch your eye. 


Keep it short 


Having got an effective lead 
you are now ready to hammer 
home those selling points. Bear 
in mind that whatever you have 
to say must be said with as much 
interest as possible ... and in 
the briefest number of words. 

This is vitally important. No 
one wants to wade through several 
pages of dull, closely-typed stuff. 
You would not if you were at 
the receiving end. Be concise. 
Go over what you have written 
again and again, cutting out all 
unnecessary woysds until your 
copy reads smoothly, and to the 
point. Never use a long word 
where a short one will do and 
do not use high-flown language 
either ; basic English is best. 

The Americans are great be- 
lievers in “ connectors "—phrases 
which link one sentence with 
another. Here are a few: 

“ And here's another thing...” 

“ But this is not all...” 

“ More important ssa 
“In addition . 
Is the idea good 7 ? Provided it 


“ALERT 


Circularising Co. Ltd. | 
87/93 LAMBS CONDUIT ST., W.C.I) 
Directors: 


P. Millward, F. Halls 


House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper Selling. 


is not overdone, probably it is. 

You have got the lead in and 
also the body of the letter: now 
for the final paragraph. 

Whether you think so or not, 
this is just as important as the 
first. This is (or should be) the 
“action getter ”’—the place where 
you ask for the order. Avoid 
having your letter “just peter 
out” as so many do. Tell your 
prospect what you want of him. 

If you want him to fill in a 
form and post it back in your 
reply-paid envelope, then say so. 
If you want him to see your repre- 
sentative, then tell him. Not only 
this, but tell also how you pro- 


“A SALES letter is not an off- 
shoot of display advertisement 
copy ... (it) invades the privacy 
of the home or office uninvited. 
For a split second as it is pulled 
out of the envelope it has the 
undivided attention of the reader 
... it must explain itself quickly 
and impressively.” 

J. W. W. Cassels, writing in 

“How to Sell Successfully by 

Direct Mail.” 


pose to approach him for the 
appointment. . “I will tele- 
phone you on Thursday at... ,” 
or “ Ask our representative to call 
when he is in your district, on 
Tuesday.” Numerous sales letters 
(and advertisements) fail in this 
all-important respect. They do 
not follow through. 

There is everything to be said 
for making your direct mail look 
as attractive as possible. A well 
set out letter, using a two-colour 

ribbon if you wish to give 
emphasis here and there, short 
paragraphs and good punctuation 
involve time, but it is time well 
spent. 

To summarise: 

@ Gather together all the in- 
formation you are likely to 
need before you start to 
write. : 

@ List every selling point you 
can think of. : ; 

®@ Arrange the selling points in 
their order of importance. 

@ Write and re-write the lead. 
If you are stuck for a good 
one, look further down the 
letter. 

@ Make it clear at the outset 
what you have to offer. 

@ Tell the rest of the story as 
interestingly as possible and 
all the time show your 
prospect how he can benefit 
from what you have to sell. 

@ Use an occasional connecting 
phrase. 

® Keep it short. 

@ Tell your customer what you 
want him to do. 

@ Make the letter look attrac- 
tive. 
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When a job calls 
For Photographic Realism 


spECIFY P 


MAIL CARDS The quality of bulk-printed photographs is 

unequalled by any other process, and 
Photowork prices are competitive. Whether you require short 
runs or thousands of prints the Photowork quality is always there. 


Black-and-white and colour folders are greatly 
FOLDERS enhanced by photographs which look—indeed, 
are—genuine. We not only manufacture the folders—we take 


ped sperm a too. Creative photography is a part of Photo- 
w service. 


% Ask for a representative to call to discuss your next likely production. 


Seeing is Believing — see 


photowork itd. LONDON : 73 Baker Street, W.1. Telephone W ELbeck 0938/9 AND BRIGHOUSE, YORKSHIRE Telephone Brighouse 1240/1/2 


CONVINCING 


: SHOWCARDS Photowork showcards in black-and-white or 


colour are ideal where perfect reproduction 
is essential. The Photowork process faithfully reproduces all the 
qualities of the negative, without the intervention of screens. 


CATALOGUES Photowork-style catalogues are a boon in 


‘awkward’ markets, particularly those 
which impose many and varied copy changes. Back-to-back 
printing produces loose-leaf catalogues that have the look and 
‘feel’ of quality. 


ALSO AT GLASGOW: 334 West George Street, C.2. Telephone Glasgow Central 3061. MANCHESTER: Campfield Chambers, 2 Tonman Street, 
Deansgate. Telephone Blackfriars 5114. LEEDS, |: 9a Kirkgate. Telephone Leeds 24803. CAMBRIDGE: 72 Bridge Street, Telephone Cambridge 4677 


PLYMOUTH: 69 Hill Park Crescent, North Hill. Telephone Plymouth 64141. 
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Pritchard Wood 


want a 


RESEARCH 
EXECUTIVE 


We seek a Research Executive to share in the 
increasing work of Market Research Dept. 
The person appointed will be responsible for all 
research on a group of important national 
advertising accounts. Practical Experience in the 
planning and execution of all types of surveys and 
the preparation of reports is essential as well 
as the ability to discuss research matters with 
Clients and Agency staff. Also a knowledge*of 
the techniques in T.V. Audience Research and 
Advertising Copy testing would be a recom- 
mendation. 


Please write fully, in confidence, stating age and 
salary required to Personnel Manager, F. C. 
Pritchard Wood & Partners Ltd., 25 Savile 
Row, W.1. 


Are eter 


* CHANGE OF ADDRESS 


For the fourth time 


in fifty years Peter A 


Menzies Advertising move 


fe 


\ to larger premises. 
A; 


PETER A. MENZIES ADVERTISING 


; meee A a; 
23 = As from SATURDAY 
28TH APRIL 1956 both 


offices in Bath Street 


(One hundred and Eleven 
i: 
4 and Thirteen) will 
a 
“ieee be centred at Menzies 


House. 


PETER A MENZIES ADVERTISING 
MENZIES HOUSE NEWTON PLACE 
CHARING CROSS GLASGOW C3 


The new telephone number is 


DOUglas 6511 (4 lines) 


THE EXHIBITION WORLD 
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Prospect of international 


trade fair for London — 


By OUR EXHIBITIONS CORRESPONDENT 


HE announcement of Mr. 
Peter Thorneycroft, Pre- 
sident of the Board of Trade 
that public money would not 
be provided for the London 
section of the BIF after this 
month’s show at Olympia, 
came as a shock to everybody 
in the exhibition world. 

Apart from the fact that the 
announcement was made almost 
on the eve of the opening of the 
show, the inclusion of important 
electrical and chemical sections 
for the first time appeared to 
forecast the result of vigorous 
work on behalf of the new com- 
pany. The future appeared to be 
bright. 

After talking to Denis Inch- 
bald, press officer of BIF Ltd., 
| am of the opinion that he 
shares the views of myself and 
many others, for he said “The 
Government's decision to dis- 
continue its support of the BII 
in London has come as a sur- 
prise to everyone who believes 


that Britain must export to 
survive.” 
With the passing of the 


London BIF, he went on, goes 
Britain’s major trade fair which 
has attracted more than 10,000 
overseas buyers to this country 
every year since the war. The 
President of the Board of Trade 
attributed the difficulties of the 
BIF to the growing interest in 
specialised trade fairs. A great 
many of these specialised fairs 
have, however, multiplied and 
prospered as a result of catering 
mainly for the home demand. It 
seems strange that, while trying 
to check home consumption, the 
government should withdraw its 
support from Britain’s largest 
export fair. 

“The BIF enjoyed immense 
prestige abroad, which wd 
reinforced every year by a 
world-wide publicity campaign. 
This can hardly be replaced in 
the minds of overseas buyers 
by a host of specialised fairs 
taking place at all times of the 
year. 


“Money previously devoted to 
the BIF will now be spent foster- 
ing British participation in trade 


@ Continued on page 34 


Designed by Dennis Lennon for John Heathcoat & Co., this stand at 
the first National Nylon Fair, held at the Royal Albert Hall, featured 
blow-ups of Marot engravings and sculptured nylon. 


G. F. KRUSE 
LTD. 


37 SPRING STREET W. 2. 


AUTOTYPE 


In black-and-white or colour 
AUTOTYPE COMPANY LTD. 


London, W.13. Ealing 2691 
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from one announcement 
m™ 53,6335 books 


‘MIDWEEK 


Never underestimate the power of a woman, 
. sells 1,519,167 (ABC July - 
especially purchasing power. For today = December °55) and costs .722d. 
—_—_ ig per square inch per 1,000. 


WEEKEND 


St sells 2,940,4 9 (ABC July - 
which has a mass appeal for them. Sis December °55) and costs .805d. 
. 5: per square inch per 1,000. 


women do the bulk of the buying and 


no advertiser can afford to ignore a paver 


The colossal appeal Reveille has for women is 
proved time and time again. For example, 
from a single announcement 53,633 Hollywood 
beauty books were sold. Yes, Reveille is 


a “must” for every mass market campaign. 
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THE NORTHERN WHIG 


AND BELFAST POST 


Kates and Details from 
143 FLEET STREET | 


LONDONECG © 
PHONE: FLEET 9179 || 


ICE 


ELFAST 
T 22884 


Case histories in T.V. advertising demonstrate clearly the im- 
portance of the sound-track in T.V. C ommercials—and partic- 
ularly the value of jingles. 


But jingles are a highly specialised business—OUR BUSINESS. Work- 
ing to a brief, or in conjunction with agency writers, we compose 
music or music and lyrics, and produce finished versions, with the 
artistes of your choice, for your T.V. Commercials. 


Our current T.V. jingles include: 
SILVIKRIN - BOURN-VITA - McDOUGALL’S FLOUR 
NIVEA CREAM - CRUNCHIE - DOUBLE DIAMOND - SHARP’S TOFFEE 
TOOTAL TIES - HOOVER - KELLOGG’S - BALLITO STOCKINGS 


and our jingle fora 1-minute advertising film for Caley’s was award- 
ed first prize for the best advertising jingle at the last Advertising 
Film Festival at Monte Carlo. Please ring us, or write to us — we 
are always glad to discuss problems without obligation. 


22 DENMARK STREET - LONDON - W.C.2 
Telephone: TEMple Bar 1456 


— Exhibition 
| Wield — conics 


| fairs overseas,” Denis Inchbald 
continued. He pointed out that 
“because it costs infinitely more 
to exhibit overseas than in the 
BIF, this change will only benefit 
those firms large enough to stand 
the pace. For the medium or 
small firms who build up their 
export business at the BIF, the 
change will bring no joy at all.” 

He added, “It seems difficult 
to understand why the Treasury 
has declined to extend 
£100,000 guarantee, when reports 
from BIF Ltd. show that sup- 
port for the event has increased 
this year, and that by 1957 the 
company. expected to be self- 
supporting. Compared _ with 
what is at stake in the way of 
British prestige and sales promo- 
tion the sum involved is small 
indeed.” 

Anyway, it is understood that 
Kenneth Horne, managing direc- 
tor of BIF Ltd., is trying to obtain 
support from industry to finance 
a full-scale London International 
Fair. In this he will certainly 
have the full support of his fellow 
directors and in view of the fact 
that they are all astute and ex- 
perienced business men, I would 

| not mind betting that before long 
we shall have some news from 
them. 
+. - * 

NEWSPAPERS AND the trade and 
technical press have found the 
detailed analysis of the principal 
exhibits at the Sth Mechanical 
Handling Exhibition compiled by 
Maurice Seymour, press officer of 
the show, a great help. 

This is a bulky job which pro- 
vides every kind of advance 
information that a_ journalist 
could require. Although it must 
have entailed a tremendous 
amount of hard work for Mr. 
Seymour, it is certain that he will 
reap the benefit in the form of a 
host of advance and current press 
cuttings. 


PRINTERS 


ADVERTISING AGENTS 
and their clients 


SINCE 1894 


LETTERPRESS 
AND OFFSET LITHO 


For Prompt Service Telephone NOW: 
London Director, 

VEEVERS & HENSMAN LTD. 

36, Albemarle Street, Piccadilly, W.1. | 
Grosvenor 6782 


INVESTOR'S CHRONICLE 


The only financial weekly 
withan A.B.C.net sales certificate 


the - 
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Forthcoming Events 
(to May 30) 


May 1-5, “Daily Mail” Happy 
Home _ Exhibition, Spa, Scar- 
borough ; May 1-5, Spring Show 
and Industries Fair, Bal\sbridge, 
Dublin; May 2-19, Scotland's 
Own Ideal Home _ Exhibition, 
Waverley Market, Edinburgh; 
May 7-11, Hospital, Nursing and 
Complete Health Services Exhibi- 
tion, McLellan Galleries, Glas- 
gow ; May 7-11, Cardiff Medical 
and Hospital and Pharmacy 
Exhibition, City Hall, Cardiff ; 
May 9-19, Mechanical Handling 
Exhibition, Earls Court; May 
12-26, Welsh Annual Ideal Home 
Exhibition, Sophia Gardens, 
Cardiff; May 14-17, Exhibition 
of Scientific Instruments and 
Apparatus, Old and New Horti- 
cultural Halls; May 19-June 2, 
“Glasgow Evening Citizen” Better 
Homes Exhibition, St. 

Halls, Glasgow; May 
Chelsea Flower Show, 
Hospital, London ; 

Annual Show Industrial 
Exhibition, Kings Hall, Belfast ; 
May 23-31, Production Exhibi- 
tion, Olympia; May 23-June 2, 
Coventry Ideal Home and Trades 
Exhibition, Drill Hall, Coventry ; 
May 24-29, “Daily Mail” Happy 
Home _ Exhibition, City Hall, 
Hull ; May 24-29, British 
Electrical Power Convention 
Exhibition, Abbey Meadow, 
Torquay; May 30-June_ 2, 
Bath and West and Southern 
Counties Show, Ponteanna 
Farm, Cardiff; May 30-June 
9, Portsmouth Ideal Home 
Exhibition, Connaught Drill Hall, 
Portsmouth; May 30-June 9, 
Derby Ideal Home and Careers 
Exhibition, Bass Recreation 
Ground, Derby. 


Overseas Events 
(to May 29) 


May 1-20, Valencia Fair, 
Valencia ; May 4-12, International 
Lake of Constance Fair, Fried- 
richshafen; May 5-21, Interna- 
tional Trade Fair, Paris; May 
8-22, International Exhibition of 
Electrical Appliances, Bologna ; 
May 11-21, Finnish Industries 
Fair, Helsinki; May 12-20, 
National Home Building Exhibi- 
tion, New York; May 12-21, 
International Swedish Industries 
Fair, Gothenburg; May 19-27, 
Modern Building and Ideal Home 
Exhibition, Ljubljana, Yugo- 
slavia; May 19-June 3, “Habita- 
tion 56” Exhibition, Brussels ; 
May 20-24, Office Machinery & 
Equipment Exhibition, _ Phila- 
delphia ; May 23-June 23, /nter- 
national Agricultural Fair, 
Madrid ; May 26-June 9, Interna- 
tional Trade Fair, Luxemburg ; 
May 27-30, International Book 
Exhibition, Washington ; May 27- 
June 4, International Laundry 
Exhibition, Frankfurt; May 29- 
June 13, International Fair, 
Padua. 
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ROBB HOLLAND SPEAKS: 


“In 1901, the pre-war genius of Direct Mail, 
Arthur Chadwick, laughed at the deadbeats 
who cried: “The Queen has just died; a new 
business now would end in disaster’. He 
claimed that any time was right, so long as 
the business itself was ‘right’. Thus it is now, 
with high hopes and ambitions, that I follow 
his footsteps. That everything is ‘right’ I am 
quite confident. Never has the need to link 
Direct Mail with Advertising been stronger 
or more urgent than to-day. And that is exactly 
what my new Agency offers you. Not the ser- 
vices of an Addressing Agency only, but a 
complete Direct Mail advertising Service— 
including creative, production and mailing 
facilities all planned and designed to take part 
in an advertising enterprise. With a completely 
new approach to selective list-building, our 
motto is not “how many can we mail”, but 
“how few need we mail to cover your market 
without waste circulation”. 

All my 25 years of experience in planning, 
creating and selling Direct Mail is at your dis- 
posal; also the services of my original creative 
team. Several top level Account Executives will 
be joining me later and links are being formed 
with leading Direct Mail personalities in the 
States. This new-as-tomorrow Agency offers 
you the greatest Direct Mail advertising service 
ever. | hope you will give it full support .. . 
give us the job of opening the doors to bigger 
sales for you, through this vital and most 
powerful medium—Direct Mail”. 


KL We 
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Announcing 


Robb Holland Ltd 


Britain’s newest, 
most progressive 
Direct Mail Agency 


At last the words ‘Direct Mail advertising’ become fact! Now, 
for the first time in Britain, a really modern approach to selling 
through the post is at your disposal. A complete Direct Mail 
advertising Service—creating, planning, printing, posting—per- 
sonally supervised by one of this Country’s leading Direct Mail 
men. A Direct Mail agency with a difference, formed especially 
to give you the most comprehensive, most effective, most efficient 
Service ever — and it is even more necessary to reduce “ waste 
circulation” now that postage is being increased ! 


Features of the ROBB HOLLAND Service: 


% Market Definition under the direction of 
Miss Hull, who has had many years experience 
in list-building for leading Agencies. Now at 
> exclusive disposal of ROBB HOLLAND 
clients. 


* Lists. The most comprehensive, most up-to- 
the-minute available—including the best In- 
dustrial lists in Britain. Compiled by a 
completely new method—and tailored to your 
needs—to give you people to se// to, not 
people to buy from, i.e.—not just compiled on 


a ‘so much per 1,000’ approach, from Buyers’ 
Directories, but from every possible source. 


%Non-Deliveries. They happen in the best 
regulated mailings. But with us, you've nothing 
to lose! Full refund guaranteed on everything 
produced by us. Note—not just postage, but 
the whole cost is refunded! 


%Printing and Despatch. The finest offset 
printing in this country and prompt and 
efficient despatch always. 


Forget your past Direct Mail troubles... 
call in Britain’s most efficient up-to-the-minute 
Direct Mail Advertising Agency 


| Robb Holland Ltd 


32 WEBBS ROAD CLAPHAM JUNCTION LONDON SW Telephone BATtersea 0568 
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° 


how 


TO “PINPOINT” YOUR 
CANADIAN POTENTIAL! 


You could marshall a sales force 50 strong to 
introduce your merchandise to Canada but 
time and space factors in covering the nine 
major Canadian markets would undoubtedly 
cause delay. 

. + . 


Canada’s a B-I-G country . . . but there’s an 
easy inexpensive way to organize sales. 


Consider: 


(a) Four out of every five Canadian 
retailers, business, professional and 
key industrial men_ receive trade, 
business, professional and industrial 
papers. 

(b) And 95% of these men “‘read business 
and professional papers carefully”. 


That’s hard fact, substantiated by independent 
research*. 


We will help you select from the 105 business, 
trade and professional papers in the Business 
Newspapers Association the small group 
which will pinpoint the exact segment of the 
Canadian market you seek to enter. 


Your cost will be low—waste negligible! 
. . . 


Why not become one of the growing list of 
British firms who are organising to reach 
Canada’s rich markets the right way—with 


B.N.A. Publications. 


*Research Bulletin 
1954 on request 


BUSINESS NEWSPAPERS ASSOCIATION 


OF CANADA 


--137 WELLINGTON ST. W., TORONTO, CANADA 
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British advertisers take 


on the Canadian look 


Advertisements well keyed to the Canadian market are now 


coming from British advertisers, 


reports a SPECIAL 


CORRESPONDENT in Toronto. 


DVERTISING. by _ British 

firms in Canadian media for 
several years after the war 
was understandably somewhat 
meagre. Budgets were inadequate 
and many advertisements were 
small, infrequent and unimpres- 
sive. 

Accustomed to dramatic or, at 
least, persistent advertising, the 
Canadian market failed to make 
a generally satisfactory response 
to the wooing of British ex- 
porters. Distributors in Canada 
invariably insist on national 
advertising before they will take 
on a product from overseas, and 
this fact has now induced many 
British manufacturers to venture 
boldly into the Canadian field 
with advertising that is more in 
line with Canadian custom as to 
media, size, layout, copy and 
frequency. 


Big confectionery 
advertisement 


Not all have gone so far as 
John Mackintosh & Sons Ltd., 
Halifax, who have been using 
full pages in newspapers for 
Rolo milk chocolate toffee rolls. 
It was a dramatic display. A 
boy in kilts tossed a monster 
package in the form of a caber 
pole, spilling the toffees over the 
page. Copy was extremely brief 
and was concerned mainly with 
a reduction in price. The adver- 
tisement was not only unusually 
large for the confectionery indus- 
try but unprecedented for so low 
cost an item. 

Biscuits from the United King- 
dom enjoy a high reputation in 
Canada, and the fame of numer- 
ous brands is enhanced by the 
excellent advertising that keeps 
them in the spotlight. Currently, 
Macfarlane Lang are promoting 
several varieties as “British Bis- 
cuits at Their Best,” and Gray 
Dunn are advertising digestive 
biscuits as “Direct from Scot- 
land.” These, and other British 
biscuit campaigns, are by no 
means outdone by the efforts of 
Canadian concerns. 

Family resemblance 
maintained 

No British food product is 


advertised more frequently or 
more consistently than Abram 


Lyle & Sons’ golden syrup. Space ° 


is small, but all insertions have 
an unmistakable family resem- 
blance, and the dominance given 
the generation’s-old tin container 
gives the modest display a third 
dimensional look. Constant 
changes are rung on appetite 
appeal. 


CANADA 


Another small but outstanding 
advertisement (one column by 
115 lines) in dailies is for Bisto, 
“A Cerebos Product Made in 
England.” It promises “Good 
rich gravy in one minute,” and, 
without crowding, illustrates the 
package and a steaming gravy 
boat. 

Representing manufacturers in 
Ayrshire and Nottingham, British 
Lace Furnishings take advantage 
of approaching gift seasons to 
offer British lace tablecloths. An 
illustration has cleverly shown 
the design without taking up 
much space with the entire 
cloth. 

The clever slogan for BMK 
mothproof rugs and carpets 
made by Blackwood Morton. 
Kilmarnock, is “Scottish quality 
; at Canadian prices.” One 
colour display, in general maga 
zines, depicted two small girls in 


@ Continued on page 39 


“There never was a better time 
than this for visiting Britain” 


come SrrT et & 
One of the _ British Travel 
Association series of advertise- 
ments that is making a lot of 
friends for Britain in Canada. 
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We’ve got their measure... 


These totals are what Evening Despatch readers will spend during the year on draught beer, bottled beer 
and cigarettes. This information, together with much more, is in our survey ‘‘A £31,000,000 Market ”’. 


328,000 people read the 


Evening ; Hespatch for choice! 


For further information write to:— 


T. G. N PEARCE, LONDON ADVERTISEMENT DIRECTOR, WESTMINSTER PRESS 
PROVINCIAL NEWSPAPERS LTD., 167-170 FLEET STREET, LONDON E.C.4 


er to: Kenneth W. Bailey, Advertisement Manager, Evening Despatch, Corporation Street, Birmingham 4 
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The Key to increased export sales often lies 


° in advertising . . . and in advertising three words are 
. of great significance—who ... where . . . how. 
e 


Consider first the word—who. As a business man, 


° you know how much depends on who reads your selling 
4 message. When you advertise in LIFE INTERNATIONAL 
7 and LIFE EN ESPANOL, you can be certain your 
2 advertisement is being read by people who can 
° do something about it. The readers of these 
. international editions of LIFE are men of influence— 
e The Key leaders in business, government and the professions. ‘ 
. Now consider the second word—where. Where do you 
‘. to want your advertising message to go? Wherever there 


is an export opportunity, LIFE INTERNATIONAL 


: 
Greater and LIFE EN ESPANOL will be found to circulate. 


° The former reaches the top of the market around the 
; Export ; 
world and the latter concentrates its coverage 
om ° . . 
. Sales in Latin America. 


bs How is your product presented”? This is the third 
. important point. And the how, of course, partly depends 
i on you. But, the international editions of LIFE 
E ° can certainly help you in this regard . . . giving you 
2 ° the opportunity to control your own advertising. . . 
e 


to see that all the important selling points are 
‘ properly made... and that your product or service is 
presented in a manner that does it full justice. 
It is for these reasons that leading companies in Britain 


° and on the Continent have more than doubled their investment 
in LIFE’s International Editions in the last four years. 


LIFE INTERNATIONAL — rates based on net paid 
. circulation of 250,000 copies printed in English and 
distributed in 120 countries outside North America. 


LIFE EN ESPANOL — rates based on net paid 
° circulation of 275,000 copies printed in Spanish 
covering all of Latin America. 


These are the INTERNATIONAL EDITIONS of LIFE 
magazine, with a combined current circulation of over 560,000 
copies every fortnight. 


For further information, write or telephone The Advertisement 
Director, Life International Editions, Time & Life Building, 
E ; New Bond Street, London W.1, Grosvenor 4080. 
-in Spanish for La 


: me 
in English around the world 
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British Companies 
which advertised in Life 
International Editions 
during 1955:— 


Austin Motor Export Corporation 
Limited 

George Ballantine & Son Ltd. 

Beecham Group (Brylcreem) 

Arthur Bell & Sons Ltd. 

Booth’s Distilleries Limited 

The Bowater Paper Corporation 
Limited 

British Overseas Airways 
Corporation 

The British Travel Association 

The Brush Group Limited 

James Buchanan & Co. Ltd. 

Bush Radio Limited 

Champion Sparking Plug Co. Ltd. 

Crompton Parkinson Limited 

Godfrey Davis Limited 

Thomas de la Rue & Co. Ltd. 
(Formica) 

The Distillers Agency Ltd. 

Dunlop Rubber Co., Ltd. 

The English Electric Company 
Limited 

The General Electric Co. Ltd. of 
England 

W. & A. Gilbey Ltd. 

Gillette Industries Limited 

The Harris Tweed Association 
Limited 

Hawker Aircraft Limited 

Hawker Siddeley Group 

Hepburn & Ross Ltd. 

Hill Thomson & Co. Ltd. 

Macdonald Greenlees Ltd. 

Macdonald & Muir Limited 

Chas. Mackinlay & Sons, Ltd. 


Massey-Harris-Ferguson 
(Export) Ltd. 

Nuffield Exports Ltd. 

Pye Limited 

the J. Arthur Rank Organisation 
Limited 

Rootes Motors Limited 

Wm. Sanderson & Son Ltd. 


The Shell Petroleum Company 
Limited 


the Standard Motor Co. Ltd. 
White Horse Distillers Ltd. 
Yardley 


| smaller 


Ads for UK 


39 


spirits make 


brave show in Canada 


Highland costume performing 


| the sword dance over poker and 


tongs laid on a brightly coloured 
BMK rug. The Aquascutum ad- 
vertisement of the man striding 
through a drenching downpour, 
with Big Ben looming dimly in 
the background, that gave rise to 
much favourable comment in the 
United Kingdom, won equal ap- 
plause in Canadian advertising 


circles. 

Despite restrictions against 
liquor advertising in most 
Canadian provinces, Scotch 
whiskies manage to maintain a 
steady and impressive promo- 
barrage in magazines. 
This is possible because pub- 
lishers register their periodicals 
as published in Montreal, 
Quebec Province, where beer 
and hard liquor advertising is 
allowed. Most of the maga- 
zines are printed in Toronto, 
Ontario, where are 

in force. 

The favourite son 

In this way Johnnie Walker 
continues to stride across the 
page, clad in colourful John Peel 
garb, urging the reader to “Ask 
for Scotland’s Favourite Son!” 
while Dewar’s “Special” Scotch 
shows the Scots Greys charging 
at Waterloo. Superimposed on 
the wild and whirling back- 
ground is the impressive figure of 
a majordomo gay in full _Tegi- 
mentals. “It never varies,” the 
copy assures and it “is distilled, 
blended, bottled in Scotland.” 
More simply, and in much 
space, is the slogan, 
“There’s no gin like Gordon's 


aa Imported from London, 
England.” 
On all counts, however, the 


palm for British advertising in 
Canada goes to the British Travel 
Association for its “Come to 


Atl thee family wall ender o hin 


The well-known-in-Britain tin is 

also. appearing in Canadian 

advertisements for Lyle’s Golden 
Syrup. 


Britain” campaign. The medium 
is general magazines and the size, 
usually, threequarter page. Fully 
half the space is given to an illus- 
tration of a beauty spot or his- 
torical centre in the British Isles. 
In the foreground is a carefully 
posed group of two or more 
Canadians — named — being 
shown the sights by a local 
guide. 


Favourably impressed 

They invariably look  suit- 
ably awed, delighted, or other- 
wise favourably impressed by 
what they are seeing and hearing. 
The series provides a cross sec- 
tion of Britain's scenic 
historic allurements and the 
advertisements are eagerly read 


and | 


by British-born Canadians and | 


their descendants—even to- the 


third generation. 


The effect of this double-page spread in “Life” magazine was to help 
increase by close to 100 per cent the sales of mattresses manufactured 


by Englander Co., Inc., 


of C hicago, 


USA. Blown up point-of-sale 


display pieces based upon the “Life” advertisement were made avail- 
able to the retail outlets. 


ADVERTISER'S WEEKLY 


HIGHEST SALE 
EVER ! 


CERTIFIED NET SALES 
FOR JULY - DEC. 1955 


142,655 


COPIES WEEKLY 


This figure shows an oie 
weekly increase 


8,303 


copies over = corresponding 
period 


HOME COUNTIES 


VEWSPAPERS GROLP 


is the obvious choice for 
BEDS, HERTS and BUCKS 


Vauxhall Motors and other Luton indus- 
trial organizations are spending over 
£50,000,000 in industrial expansion in the 
next few years. Still further proof, if 
required, that the area covered by >a 
Home Counties Newspapers Grou 

still ** THE BRIGHTEST SPOT PIN 
GREAT BRITAIN.’ 


PER TRADE 
$ COL. 55/- FLAT 
INCH RATE 


Represented in London by 


WILL KITCHEN, Jnr. LTD. 
131 Fleet Street, E.C.4. Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manoger: C. W. Gilder 


THE NEWSPAPERS OF THE 
MIDDLESEX COUNTY PRESS 


I. 
saunnlesanies cost et 
COVERS the 


wonderful residential and in- 
dustrial areas of Ealing and 
Southall, home of world famous 
firms like Hoover, Quaker 
Oats, A.C.V., Glaxo, Batch- 
elors Peas and many, many 
more. 


Just one of the prosperous 
communities served by the 
Middlesex County Press. 


Middlesex 
County 
Press 


NET WEEKLY 
159,598 
SALES (ABC) 
HIGH STREET, UXBRIDGE 
Phone: UXBRIDGE 8383 
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QUEEN AND C¢ 


POLICE CORDON C¢ 
Midnight swoop on eve of Parli 


Comment & 


EYELESS IN 
GAZA 


R. HAMMARSEKJOLD, 
Secretary-General of 
UNO, has flown to Syria 
to intervene between 
Egypt and Israel. He 
hopes to stop the fighting 
We wish him luck. But if the 
Powers think he will cool 
passions by an appeal to 
reason they are as blind as 
Samson—they are “ Eyeless 
in Gaza” to use MILTon’s 
measured phrase. 


The Israelis seem to have 


realised that. They have 
administered a set-back to 
CoLonEL NASSER sO _ severe 
that it could affect his pres- 
tige throughout the Arab 
world 


Their bombardment of Gaza 
town cannot be condoned. 
But at least they have 
shown once again that a 
bold stroke is worth all the 
pious platitudes and UNO 
sermons. 

But, of course. this is not the 
end of the story The fight- 
ing goes on, and before we 
know where we are the 
Middle East may be aflame. 


What its being done to stop 
this possibility? So far 
nothing of any avail. Yet 
there has been warning 
of what might happen. 


Drifting 


AST January this news- 
paper was advised that 
April would be crisis month. 
If we had that information 
the Government must have 
had it too. So must the 
State Department. Yet 
matters have been allowed 
to drift until flash-point has 


By RODNEY 


two men intruders had 
precincts. 


the break in. 


every corridor, vault, and 
meticulously searched 


At the police station 
detectives closely questioned 
the two men, asked their 
politica] feelings, and probed 
their home backgrounds. 

They also took details of where 
the men worked and how they 
voted at the last Genera) 
Election. Senior Yard officers 
were called in to conduct the 
inquiry. 


GREEKS 
Protest feared 


Early this morning it was be- 
lieved that the two men did not 
break in through any political 
motive but that the affair was a 
prank 

The police swoop took place on 
the eve of Parliament’s reassemblv 
todav after the Easter recess 

The special squad used in the 
operation stand by every night 
ready to be sent to any of the 
royal palaces Government build- 
ings. or Parliament all of which 
come under their special care 


One reason for the thorough- 


ness of the police action was the 
possibility that Greek terrorists 


ROWING BOAT 
INTRUDERS 
SEIZED 


HALLWORTH 


& COTLAND YARD’S emergency squad of 
uniformed police were rushed to the 
Houses of Parliament early this morning after 


been found within the 


Within minutes of an alarm call being 
received at Cannon Row Police Station the 
buildings were surrounded. The normal security 
guards were alerted and police patrol cars con- 
verged on Parliament-square. 
at first that there was a political motive behind 


Police believed 


Two men—one bearded—were taken for question- 
ing to Cannon-row Police Station. Then, for two hours, 


room in both Houses was 


The two men entered Parliament from a rowing- 
boat. They were seen leaving the boat and going up 
steps leading from the Thames to the House of 
Commons. Then they climbed over railings. 


Escape 
man flees 
to girl 


By Daily Mail Reporter 


ARL FORSBERG, 27-year- 
Old lovelorn Swede who 
slipped through the London 
Airport security network, was 
arrested in Oxford last night. 
Arrested on the doorstep of the 
girl he had flown from Copen- 
hagen to see 
He was ovenniless when he 
landed and was being held in 
custody until there was a plane 
to fly him back 
All he wanted. he said. was a 
sight of. and possibly a talk with, 
his “friend” Miss Martha 


Anderssen 


Me 
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HE Daily Ma 
Bradman will 
to report the 1956 


Last night Sir Da 
from his home in Ad 
1 feel it will be a g 
and responsibility to 
series once again. Td 
to-date it is highly 
keep oneself abreas 
places, and people, a 
refreshing again to 
with the leading pla 
ministrators overseas 
This tour will mez 
played in or seen 
between England and 
England for the past 
When writing 
cricket, | am deeply 
the privilege and of 
rendering service to 
game. As always, i 
aim to give the pub 
picture of events a 
thing in my power t 
interest of the gra 
sports. 
if this Test serie 
and exciting as the 
there will be plenty tq 


ALE 


May times during t 
‘ memorable season 4 
1953 I was asked if Si 
Donald Bradman, alone an 
unaided, wrote e brillia 
commentaries on the Tes 
= appeared in the Dail 
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COMMONWEALTH 


SU At 
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MORNING 
SPECIAL 


OMMONS 


liament meeting 


E BIG NAMES 
| for the Daily Mail 


BRADMAN 


report the Tests 


announces with pride that Sir Donald 
lfbe leaving Australia for England shortly 
st matches exclusively for the Daily Mail. 


ald cabled 
aide : 
at honour 
port a Test 
emain up- 
esirable to 
‘of events, 
’ it will be 
ke contact 
8 and ad- 


1 will have 
very Test 
feustralia in 
years, 
out Test 
nscious of 
faertunity of 
r national 
ill be my 
a faithful 
do every- 
urther the 
st of all 


ames as close 
953 series, 
rite about. 


BANNISTER writes: 


sit next to him and see how 
long it took the captains to 
arrive at Sir Donald's 


thoughts. 
r He woulg observe: “ Fine 
, leg is not fine enough.” Or: 


“The slips are too deep.’ 
Sure enough fine leg or the 


As for Sir Donald needin 
a literary ghost... we 
few professional writers 
could express themselves so 
clearly and lucidly. 

I remember the last occa- 
sion when it was announced 
Sir Donald Bradman was to 


VUEEOUULADUON CUTAN 
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Israeli guns disillusion 


the Arab 


hotheads 


NASSER IDOL 
IS ROCKING 


His three big failures 


From RALPH IZZARD : 


Beirut, Monday 


HE drubbing the Gaza strip received last 
week by Israeli gunners has caused a 
dramatic set-back in Colonel Nasser’s plans to 
become the acknowledged leader of the Arab 


world. 


The entire Middle East is 
dumbfounded that Colonel 
Nasser, after endless threats 
to meet force with force, 
failed to make any response 
to the worst blood-letting in 


this area since the Palestine 
war. 

Reaction is most marked in | 
Jordan, where both hot-headed | 
young Jordanian officers of) 
the Arab Legion and 500,000 
Palestine refugees have for 
months past been hypnotised 


by Colonel Nasser’s  sabre- 
rattling. 
They had looked 


- 
colonel as the saviour who would 
lead them victoriously through 
Israel to the sea 


Weakness 


On a higher level Colone! 
Nasser’s “ defection ” is likely to 
cause grave anxiety to 
Hussein of Jordan and to Presi- 
dent Shukri Kuwatly of Svria 


Today they meet in Damascus 
to begin three days of talks on 
defence measures against Israel 

They may well argue that if 
Colonel Nasser is unable to de- 
fend himself he is unlikely to be 
effective if either of their own 
countries is attacked. 

Pailure No. 2 for Colonel Nasser 
is his attempt to persuade the 
Arab States to join an economic 
boycott against France because 
of developments tn North Africa 

pt, in sponsoring the boycott 
said that “owing to her specia! 
circumstances” she herself must 
limit her participation to breaking 
off cultural relations. 

Even tiny Lebanon, which 
strives anxiously to remain 
neutral in Arab disputes. has re- 
fused to accept this one. 


In the red 


Pailure No. 3 for Colonel Nasser 
has just been disclosed here. It 
Was a plan propounded in Cairo 
last month to King Saud of Saudi 
Arabia and Svria’s President 
Kuwatly 


Ike pledges 
action on 
Middle East 


From NOEL CLARK 


Washington, Monday 
[PRESIDENT EISENHOWER 
tonight answered 
Britain’s repeated requests for 
support in the Middle East 
crisis with a firm pledge that 
America will oppose aggression 
anywhere in the area within 
the limits of the United States 
Constitution 
The promise came after a policy 
conference with Mr. Dulles earlier 
today. held in the light of severe 
British criticism and renewed 
skirmishing in the Gaza strip 
Tonight’s statement = serves 
notice to both sides that America 
stands with Britain in her deter- 
mination not to let the Middle 
East situation get out of hand. 


A last resort 


The President's spokesman. Mr. 
James Hagerty said that both Mr 
Eisenhower Mr. Dulles 


regarded the Middle Eastern 
crisis with the “utmost serious- 
ness.” 
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Drastic action must be taken 
if a real explosion is to be 
prevented. But by whom ? 
So far it has been vain to 
appeal to the U.S.—though 
she now declares that she 
will not allow aggression. 

The world looks to another 
country to move in this 
matter. It is our own 
country The British people 
look to one man for leader- 
ship. That man is Sm 
ANTHONY EDEN. 


Sliding 
UT why, it may be asked, 
should we burn our fingers 
in other people’s wars ? The 
answer is that we should 
act not to fight a war but 
to prevent one. 

In any case, as Str ANTHONY 
himself has said, we have a 
special responsibility in the 
Middle East. And a special 
interest too. That is oil. 

If war broke out we could be- 
come involved under one or 
all of three treaties — the 
Anglo-Jordan Pact, the Tri- 
partite Pact, and the Anglo- 
Egyptian Agreement. But 
why should we wait to be 
dragged into another un- 
necessary war ? 

It would be more sensible to 
stop it before it started, and 
to do that it should not 
even be necessary to send 
British troops into the Gaza 
strip The mere threat of 
such a movement should 
suffice. 

The present dangerous crisis 
has come about because 
things have been allowed to 
Slide. Must they slide into 
catastrophe ? 


MANNERS! 


OR BuLcayin and KRUSCHEV 

to argue with their British 
hosts about the arrange- 
ments for their reception 
here is shocking bad man- 
ners—but what did we 
expect? In India they be- 
haved like bounders. 

Their lack of feeling for such 
matters is equalled by their 
ignorance of the British 
character. It is clear that 
they are trying to appeal 
te our people over the heads 
of the Government. 

No foreigner with any know- 
ledge of this country would 
attempt such a thing. Many 
have tried, but all have 
failed. When _ KRruvuscuHev 
charges “certain forces” 
with keeping him from the 
British population he gets a 
big horse laugh. 

We already knew him as one 
who rarely opens his mouth 
without putting his foot into 
it. Now we know it is the 
wrong foot at that. 


dramatic protest when M.-P .s re- 


been preferred against the 
men. Their friends and relatives | 
were also closely questioned soon | 
after the men were found. 


This was how the break-in was 
discovered : 
Shortly oefore midnight a 
woman walking across Westmin- 
ster Bridge saw two men in a row- 
ing boat. They pulled in under- 
neath the terrace of the House of 
Commons and climbed out 

The woman told a policeman. 
Immediately the Yard’s special 
alarm system went into opera- 


tion and uniformed men at the 
nearest three stations were 
alerted 


More than 30 constables and 
some police dogs went to the 
Houses of Parliament. Six police 
cars cordoned off the Square. and 
two Thames police launches 
swept the river side of the build- 
ing with their searchlights. 
Ministry of Works men who 
know the labyrinth of corridors 
above and below ground were 
called in as guides. All the 
scaffolding on the building was 
searched and powerful torches 
were played over the outside. 
Almost two hours after the 
original alarm the two men were 
found in the grounds near Old 
Palace Yard. River police towed 
away the rowing boat 


an were plannin > stage some |ago. to be a student nurse at 
- . Bad; | Warneford 
assemble today Oxford 
Early this morning no charges Porsberz 
nad guards by saying he was going to 
the cloakroom 


Oxford 


hoste!. asked for Miss Anderssen. 
WOMAN SAW Then a phone cal! from the hos- 
Told police pital brought detectives in a police 


Afterwards a police launch con- 
tinued to stand by in the river) 
below the House and extra uni-| 


precincts. 


Mental Hospital 


Before dawn yesterday Karl 
tricked his airport 


Last night ne turned up in 
reached the nurses’ 


ew. 


MISS MARTHA ANDERSSEN 


car. Karl spent the night at the 
City police station awaiting 
escort 
But did he see the girl? She 
would not tell. Nor would the 


” 


qualified “ Yes. 


= Clearly the batsman wh bow 
= upset all values with his re they 
= cord scoring, the captai D 
= with the strategic reputa Lor 
= tion second none — j Eng 
= short, the world’s Sir 
= cricketer—needed no mor 
= assessing individual Dor 

and the state of the gam sy 

Indeed, it was fascinating tact 
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B& KP 
Kremlin ufges 
up sbi 


By WALTER FARR, 

HE criticisms made by 
plans for their togr of 

of subversion aimed at ur 
With eight days to go before 


—and the plotting behind the 
tension between London and M 


hospital authorities: nor the 

police. 

Daily Mail Stockholm cable : 
Mrs. Anna Forsberg. of Skelleftea. 
“astonished” to hear that her 
son was in Britain said he was 


formed policemen patrolled the | pining = love of a Swedish girl 


the Clyde. 


Ship on rocks: Three 
dead, four missing 


By Daily Mail Reporter 
A RADIO SOS, flashed out as a ship went down, and 
a wailing siren saved 26 members of the crew of 
a Swedish freighter in a dramatic midnight rescue in 


They were snatched from 
death after the 5,409-ton Akka 
crashed into rocks in full view 
of Dunoon’s holiday seafront, 
split in two and sank. 

And as they were brought 
ashore people ran from their 
homes thrusting bottles of whisky 
and brandy into their hands. 
Three other men were dead 
when picked up. Four morc 
trap in the engine room are 
missing from the crew of 33. 


Floundering 


It was Radio Operator Per 
Aage, 26. who flashed out the 
vital message—“ Aground, sink- 
ing”—which began the rescue. 


“ When I heard the crunching 

I raced up to the bridge to re- 
ceive the captain’s orders.” he 
said early today. 
“ After I had sent the S.O.S. he 
ordered the water came up so 
quickly that I was soon flounder- 
ing about in the sea” 

It was a mystery disaster The 
Akka was heading up the Clyde 
in calm weather with a heavy load 
of iron ore. 

But she was on the wrong side 
of the Gantock Rocks, which le 
only 600 yards off Dunoon pier. 

Watchers saw her apparently 


Turn to Page 2, Col, 4 


COMPTON: NEW 
OPERATION 


[PENS COMPTON, the Middle- 

sex and England cricketer, is 
returning to hospita] next Tues- 
day. He is to have another opera- 
won on his right leg. from which 
the knee-cap was removed last 
November It wil) be a manipu- 
lative operation to help him bend 
the joint further 


: *.., 

Sawn in half: 
: Th 
girl unhurt x: 
eka with 
eis cs oe 


calls: “What happened to the| ST 
girl under the electric saw ?” ; 
In “ Panorama ’ they had seen | COP! 
illusionist Sorcar bring the saw- 
ing-a-woman-in-half act up to 
date with a power saw 
But when he called out : * You | writi: 
can get up now. his assistant, 17- 
year-old Dipty Dey from Calcutta, L 
did not move. and the scene faded| ‘€U! 
with Sorcar chafing her wrists al 
A BBC official) said later : 
Sorcar prefers to leave the end ST 
of his act in doubt Dipty is per- |“ dis 
fectly al) right—she has been | agen 
doing this act for five years.” Lond 


A princess has | ,, 
pneumonia is 


Princess Marie-Louise. oldest) num 
member of the Royal Family, is| work 
“making good progress” after an/ang 
attack of pneumonia, an official) ; 
rc said last night She is} hous 


PRINCE AT SHOW ena 


Prince Bernhard of the Nether- oo 
lands saw “Separate Tables” at Gove 
St. James’s Theatre last night He 
arrived by taxi and sat in the T 
royal box with four friends ul 


TERROR BOMB LETTER 


From IRIS RUSSELL : Nicosia, Monday it 


[7 is now clear that Cyprus 

terrorists have direct orders 
to sabotage British airliners 
Security forces here today 
quoted a captured letter from 
the mysterious EOKA leader 
Digenis. instructing terrorists 
to place time-bombs in aircraft 


Digenis's letter is addressed to 
“Kimon” and dated March 30 
It says: “I approve placing 
time-bombs at the airport, and 
I have ordered you should be 
given a time device which I 
calculate wil] explode after two 
hours because of the reduction 


of temperature. Take great ble 
care in preparing filling so as off 
not to fail.” 

Experts believe the reduction A 
in temperature mentioned Th 
means the change in pressure Cor 
that occurs when an aircraft the 
climbs. This, they Say, clearly fue 
suggests the bombs are intended out 
to explode while the aircraft is the 
in flight. dur 

On March 4 a Hermes air- A 
craft on charter to the War say: 
Office blew up only a few min- bei! 
utes before 68 Service men and foll 
their families were due to board “ th 
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moved. He would anticipate 
bowling changes long before 
they happened. 

During the second Test at 
Lord's Len Hutton, 
England’s captain. asked if 
Sir Donald could spare a 
moment. It was to thank Sir 
Donald for the daily advice, 
sympathy, and penetrating 
tactical wisdom in the Mail 


Te 


Lindsay Hassett’s Austra- 
lians were playing Yorkshire 
at Bradford and an ex- 
perienced Australian news- 
paper man drily observed: 
“Well that means none of 
us counts now.” 

How true. Sir Donald was 

e-eminent as a player, and 

e carries his genius to the 
Press Box. 
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PLOT EXPOSED 


es British Reds to stir 
ibversion for tour 


ARR, Daily Mail Diplomatic 


e by Marshal Bulganin 
r of Britain are part of 


Correspondent 


and Mr. Kruschev of 
a deliberate campaign 


t undermining the British Government. 


fore the visit, the criticisms 
them—have created new 
d Moscow. 


Sir William Hayter, our Mos- 
cow Envoy, is, I understand, 
being asked to seek an 
explanation. 


The campaign, I am authorita- 
tively informed has been 
in close co-operation 

British Communist 
Party in four stages : 


STAGE 1: Some weeks ago, on 
orders from Mr 
conveyed through Mr 
Russian Ambassador 
—the British Communist Party’s 
London headquarters sent re 
quests to its militants to start 
writing “ welcome ” letters 

Large numbers of 
letters and postcards dul 
an to arrive at the 
mbassy in London 


STAGE 2: The letters were 
“ discovered”’ by the Tass news 
agency's chief correspondent in 
London 


Come to tea 


They were uSec as the basis for 
stories published in Pravda and 
‘in Communist literature in 
Britain claiming that large 
numbers of “ordinary British 
| workers © especially in Wales 
and on Clydeside—were clamour- 
ing to invite B and K to their 
houses “for tea’ or to have a 
chat with them in their factories. 


STAGE 3: During last week- 
end B and K complained in a 
statement to Tass that thev were 
being prevented by the British 
Government from meeting the 


Turn to Page 2, Col. 1 


UR SEIZED 


it for London A fortnigh' 
earlier another chartered plane 
blew up in the air after taking 
off from Malta. Fiftv Britons 
Ahad 


A recent report from T F 
Thompson the Daily Mail's Air 
Correspondent. drew attention to 
the fact that this aircraft. re 
fuelled at Nicosia on the way 
out to the Canal! Zone and that 


these 
be- 
viet 


the planting of a time-bomb | 


during refuelling was suspected 

An official statement today 
says that extra precautions are 
being taken at Nicosia airport | 
following the discovery of 
“these dastardly plans.” 


USS. to buy 
Britannias 


HE Bristo) Britannia airliner 
has broken into the Ameri- 

can market. U.S. Capital Airlines 
are understood to have ordered 
ten and placed an option on a 
further ten—a £20,000,000 deal. 

The British Viscount was first 
used on internal American routes 
by Capital Airlines and imme- 
diately proved U.S planes such 
as the Constellation and D.C4 to 
be obsolete by comparison. Orders 
for more than 60 Viscounts have 
now been placed 

Now 100-seater Britannias sell- 
ing at £1.000.000 each will take 
British air supremacv higher 
among the air-conscious American 
traveller 


Queen’s cousin 
to marry 


Lady Mary  Leveson-Gower, 
daughter of the late Vice-Admiral 
Ear] Granville and of Countess 
Granville of Pearsie Kirriemuir, 
Angus is to marry Mr. Samuel 
Clayton. son of the late Brigadier- 
General Sir Gilbert Clayton and 
of Lady Clayton. of Hampton 
Court Palace Lady Mary a 
cousin of the Queen 


Rose Heilbron’s 
wig stolen 


Three barristers’ and two 
gowns have been stolen from a 
consulting room in St. George’s 
Hall, Liverpool. where the Assizes 
are held One of the victims is 
Miss Rose Heilbron Q.C. They will 
have to appear in borrowed w 
until they can get new ones made 
—and that takes three or four 
months 


WEATHER 


Forecast : Fine and warm 
Outlook : Same. 
LIGHTS UP 7.18 p.m. 


‘ sets 
0.m Tomorrow : Sun rises, 6.14 
a.m sets, 6.49 p.m Moor BS 
rises 4.33 a.m.; sets 6.32 p.m 
Pull moon April 25 
Barometer: London 6 p.m. 10.07In 
falling slowly 
Channe! Moderate 


High Water at Lon 4 
ae don Bridge . 1.06 am. 


Nasser aS a va. t idea tha 
Arab States should use their oil 
resources as a blackmailing 
weapon to force Arab wishes on 
the Western world. 


This plan might appea! to those 
Arab States—including Egypt— 
whose oil resources are negligible, 
but it certainly would not ap 
to Iraq or any of the Persian Gulf 
sheikdoms. including Kuwait 

Nor did it appeal to King Saud 
who, I am informed ay on 
the highest authority. is now 
$300,000,000 (£107,000,000) in 
debt to bankers and merchants. 

This huge sum represents what 

Saud hopes to obtain in oil 
royalties over the next three 
years. 
Any attempt on his part to 
disrupt the present smooth flow 
of royalties would lead 
serious repercussions among 
his creditors, and might cost 
him his throne. 


Nasser’s Gaza 


Commando— 
Page NINE 


| 


5 


declaration lends the “fullest 
support” to Mr. Hammarskjold's 
peace mission to the Middle East. 

It further binds the U.S. to 
“support and assist ' any nation 
subjected to aggression. 

It is thought unlikely that the 
President's statement heralds an 
approach to Congress for ad- 
vance approval the use of 
American troops as a last resort. 

Nevertheless. the statement is 


to taken to imply that if necessary 


the President would invoke his 
constitutional powers as Chief of 
State and Supreme Commander 


and act if war broke out—even 
without advance consultations 
with Congress. 


When you’re down at the local — 


bring out the Bulmer’s! 


Bulmer’s Cider is a grand drink all the year round, 
out-of-doors or at home: refreshing, sparkling, 
invigorating. You couldn't ask for anything better ! 


You can always afford to drink 


BULMERS 
Cider 


BULMER & COMPANY LIMITED, HEREFORD 


| rs 
a a | | — 
LT EILEEN ET 
| 
ee ——i” P| 
, 
Z| fe ee || 7 
| a P ‘ge RZ i — 
a 0; J . 2. ik ‘e 
| a , Jay > ) he ee 
and Waker . ee So ee | 
AV OMAK ea 
a | mu a OE AD 
| « SP Sie) 
a 
i 
 |- oH 
| a ! 
ae 
po | \. ). 


ADVERTISER'S WEEKLY 40 APRIL 27, 1956 


WHAT DO a 
manufacturer’s pj] 


line with a larg 

YO U happens to be a 
The cost of r 

margin for profit 


EX er a Cc * reluctance to st#ciiy 
discounts. 
stock ’’. 
WHOLESALER oon 
to handle? And 


prove to be if he 


The Wholesaie 
distributive and 
able attitude of “ 


purely distributiv 
, Nevertheless, & 
Pa turers are insepa 


have not large en 


COUNTER PR 


HIGHBURY PLAC 


Telephone : CANonbury 2050 and 260) 
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lesaler can make profit from a 
oduct it must be a rapid selling 
e distribution cover—unless it 
high priced speciality. 


inning his business leaves small 
and one can hardly criticise his 
< slow moving lines with average 


tm holds that his function is purely 
lime is right. He takes the reason- 


You create the demand, and I’ll 


erwise with thousands of products 
ow unwise a manufacturer might 
relied for real sales effort from a 


e concern! 


he problems of many manufac- 
They 
ugh sales forces to effect contact 


able from the wholesaler. 


ME °- LONDON 


ws OF EXPERIENCE 
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with their wholesaler’s customers, who—if stockists 
—might represent as much as 40”, of total turnover. 


There is also the problem of Advertising Expen- 
diture that doesn’t get the hundred per cent. chance 
to be productive. How much more valuable it might 
be if the wholesaler’s customer, the small indepen- 
dent shop, could be added to the distribution total! 


We hope to be of use in these problems. We run 
a large mobile force of salesmen for the specific 
purpose of calling on the small independent retailer, 
to establish him as a stockist, and through him to 
build up wholesaler turnover. Last year alone, we 
made nearly half a million calls and opened up over 


150,000 NEW stockists. 


This is a Service, not a sales Agency, and we like 
to operate in that sense. We don’t expect to get 


business every time we have a discussion. 


If you would like some advance information we 
will be pleased to send you a brochure. 


ODUCTS LID 


Directors: J]. Bede Egerton (Managing), D. R. Moore 
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~ 
SHOWCARDS 


—— _ 


SALES AIDS 


POSTERS 


CUT-OUTS @ 
DISPLAYS | 


DISPLAY CRAFT 


88 ACRE LANE, LONDON, S.W.2 


Brixton 7871 (4 lines) 


THE FULLY MECHANISED 
DISPLAY PRODUCERS AND 
SILK SCREEN PRINTERS 
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wanted... 


When Mr. Alfred Pemberton, publisher, decided that a pair of antlers Gvould look 
well in his home at Mobberly, he faced the problem of how to achieve thig simple baronial 
touch. He could go on safari and shoot a pair. He could wait for some antle f 
his lawn. More improbably still, wait for such an animal to walk past his offic 
Instead, with a confidence we like, he chose to put a wat ge advertismen¥g 


Next day, as he travelled down to London, he visualised nee 
thought, be two of them. One would turn out to be the ow a nk shop, the other 
He hoped that his secretary would be kind to the earl. Durin ~ ae o days h 
When he walked into his office on the third morning the sight of wenty na 
panic. The choice of the pair he wg 
remaining twenty seven sets 
antlers in brown & 


eaders and paper. When someone 
Wants somethift? aRRis °t think where to find, he turns to the 
Bing News. And @e 


from suburban homes to city, and it requires quite a degree of friendship to persuade a 
man to travel to the city by bus, train or car accompanied by a magnificent spread of antler. 


The Manchester Evening News, for more than a million readers, is their personal 

local evening paper, with all the warm-hearted acceptance that such a relationship 

implies. It carries more advertising than any other daily paper in the country, it 
has a readership greater than any other evening paper outside London. More 
important, though, is that it is the best-read evening paper in the North West. 


Manchester Evening News 
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Market Research 


Team survey LANCASHIRE and 
the NORTH WEST where— 


Young industries ensure 


a growing 


bhi year which has passed 

has seen no halt to the 
number of ministerial state- 
ments concerning the welfare 
of Lancashire, nor to the ex- 
hortations that Lancashire 
should “rationalise” its textile 
industry, whatever that may 
mean; that Lancashire should 
modernise or that Lancashire 
should do this, that or the 
other. 

In conversation and in the 
press, Lancashire has for genera- 
tions been synonymous’ with 
cotton textiles and indeed, with 
some justification, because prac- 
tically all cotton spinning and 
weaving are concentrated in the 
county 

To-day, however, the pros- 
perity of the North West de- 
pends on many other industries 
younger than cotton textiles— 
industries in whose growth Lan- 
cashire has played a leading 
part. 

The county, it could easily be 
said, has seen the fulfilment of 
Heine’s prayer: “O ye gods! 1 
heseech ye not to spare my youth, 
but to leave me the virtues of 
vouth—disinterested animosities, 
disinterested tears! Let me not 
hecome a scolding old man, en- 
viously growling at a younger 
race of spirits, or @ poor miser- 
able being perpetually mourning 
over the geod old times. Let me, 
when I am grey haired, preserve 
the love of youth, and despite the 
infirmities of age, let me_ still 
share the pastimes and dangers of 
youth.” 

This spirit is inherent in the 
younger growing industries of 
Lancashire. For instance, an idea 
of the rapid expansion of the en- 
gineering industry can be gained 
from a comparison of the figures 
for those employed (over 480,000) 
with the 256,000 employed in the 
textile industry. 

In total, the estimated number 
of employees in the North West 
region in December, 1955, was 


prosperity 


Part of one of the main valve assembly buildings at the Mullard 


Company's works at Blackburn. 


North West is becoming less 


of the order of 1,897,000 men and 
1,132,000 women. And to-day the 
prosperity of Lancashire and that 
of the North West depends not 
only on textiles but also on the 
engineering industry in all its 
branches ; on the chemical indus- 
try; on the food industry, 
and on atomic development, 
all of which have a profoundly 
important bearing on _ the 
national, as well as on_ the 
regional, economy. 


Non-textile advances 


There has been a continued 
expansion in the non-textile 
industries since 1945, and it has 
been estimated that probably 
three-fifths of industrial develop- 
ment during the past five years 
has been in the engineering, elec- 
trical, chemical and food indus- 
tries. 

Addressing the Lancashire and 
Merseyside Industrial Develop- 
ment Association in January this 


Increasingly Lancashire and the 
dependent upon cotton textiles. 


year, Derek Walker-Smith, MP, 
said that diversification of indus- 
try was not a mere economic or 
political aspiration —it was some- 
thing which was already happen- 
ing and would continue to 
happen. 

The number of insured workers 
in the engineering industries in 
the area at over 480,000 repre- 
sents more than one-eighth of 
those employed in engineering in 
the country as a whole. By far 
the greater part of the introduc- 
tion of new industry has been due 
to the construction of privately- 
financed factories, but the govern- 
ment has also played a part. 

Since October, 1951, in the 
Merseyside and South Lancashire 
development areas, some 600,000 
square feet -of government 
financed factory space, then 
under construction, has been com- 
pleted ; a further 600,000 square 
feet has been put in hand and 
finished, and further considerable 
development has taken place. 
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Merseyside 
grows in 
influence 


ERSEYSIDE was sche- 

duled as a development 
area in 1949 and the post-war 
industrial development in 
Liverpool and district has laid 
the foundations of a more 
flexible and balanced economy 
in the area. 


Light industry, in addition to 
engineering, is well represented, 
and with an efficient and balanced 
labour force there is a good pros- 
pect of Merseyside becoming one 
of the most modern and impor- 
tant engineering and industria! 
areas in the country. Credit for 
much of the development must go 
to Liverpool Corporation, who 
long before the war set aside 640 
acres of land for industry, in 
which are now the successful 
Speke and Aintree industrial 
estates, and plans were laid for 
Kirkby estate of 750 acres. 


@ At Speke are dozens of 
varied activities, including 
motor, electrical, hydraulic 
and aeronautical engineering, 
foundry works, rubber manu- 
facture, chemicals and paint 
manufacture. 


@ At Aintree are to be found 
factories for the preparation of 
food products and clothing 
and furniture manufacture, as 
well as motor _ electrical 
engineering. 

One of the government 
factories on Merseyside (of 
160,000 square feet) has been pro- 
vided for Huntley & Palmers at 
Huyton. At Bromborough, near 
Birkenhead, the Board of Trade 
has agreed to build a factory of 
325,000 square feet, to be leased 
by Nash Kelvinator, of Crewe. 
The factory will be used for the 
production of refrigerators and 
component parts, and it is hoped 
that it will eventually provide 
work for up to 1,000 people, 
mainly men. 


Ultra-modern plant 


Other new factories are the 
Imperial Chemical Industries 
Ltd.'s copper tube factory at 
Kirkby which, it is claimed, is 
the most modern plant of its kind 
in the world and which cost 
between £4 and £5 million, and 
the new factories of the English 
Electric Company and of Auto- 
motive Products Associated. Also. 
at Merseyside, work has started 
on the new factory for Kraft 
Foods which is expected to be in 
production in 1957. At Liverpool 
the AC-Delco division of General 
Motors is to build a large factory. 


@ Continued on page 46 
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Lancashire and the North West 


the first stage of which is esti- 
mated to cost £2 million. 


Development in engineering, 
however, is not only in the 
Merseyside area, and at Preston 
Bond Minicars are starting pro- 
duction in a former cotton mill. 
Other engineering developments 
announced include the extension 
of factories for the production of 
wash boilers by Morley Products 
(Padiham), and a new factory for 
gas refrigerators for Glover & 
Main. Further north, a new 
factory is planned at Barrow-in- 
Furness by British Cellophane, 
and at Wigan a large new factory 
is under construction for Heinz. 


Improved man-made fibres pro- 


vide stimulus to textile firms 


The coal mining industry in 
the North West is situated 
around Manchester, Wigan, St. 
Helens, Burnley, and pits in 


North Wales. 
The numbers employed at 
December 31 last year were 


nearly 60,000, and production at 
that time was equivalent roughly 
to nearly seven per cent of total 
output. In the gas industry, 
which in the North West employs 
some 19,000 people, productivity 
rose during 1955, and for the first 
eight ‘months of the accounting 
year was 1.8 per cent higher than 
re corresponding period of 
1954. 


Rapid development of 
new industrial building 


FPURNING now to a study 

of recent developments in 
the cotton industry, it must be 
said that the concentration of 
the cotton textile in certain 
districts presents both economic 


and social problems in the 
individual areas. 
For example in East Lan- 


cashire between 40 and SO per 
cent of employment is provided 
by textiles, and within the indus- 
try some 60 per cent of those 
employed are over 40. Addition- 
ally, the proportion of females is 
high, particularly in East Lan- 
cashire. 


Changing population 


The careful attention that has 
been given to the problem is 
reflected in the statement of the 
Parliamentary Secretary to the 
Board of Trade, who, in answer 
to a question in the House of 
Commons at the end of January 
about the North East Lancashire 
Development Area, said he was 
aware that there had been some 
migration from North East 
Lancashire, although he under- 
stood that in the two years after 
the area was scheduled in 1953 
the estimated population re- 
mained virtually unchanged. 


The Board of Trade, he went 
on, had built in this area the 
largest factory they had ever 
constructed in a development 
area. They had also brought 
the attractions of the area to 
the attention of industrialists, 
of whom a number had re- 
ceived Industrial Development 
Certificates for factory building. 
The Board of Trade were con- 
tinuing their efforts, and some 


diversification of industry was, 
in the Board’s view, desirable. 


The extent to which industrial 
building has been taking place 
is shown in an accompanying 
table, which includes figures for 
the North Western Region as a 
whole and also for the develop- 
ment areas in Lancashire. 


As regards the cotton textile 
industry, the bare facts, as given 
in the figures issued by the 
Cotton Board in early February, 
show the effects of the recession 
in cotton and rayon cloth pro- 
duction in 1955. 


Over the 12 months the mills 
produced 2,479,320,000 yards of 
cotton, rayon and mixture cloth, 


A general view of 
one of the distilla- 
tion units at the 
Ellesmere Port 
establishment of 
the Shell organisa- 
tion. Nearly 5,000 
people are 
employed. 


yards in 1954. Additional figures 
quoted show the effect of the 
recession in the cotton labour 
force ; in the weaving section the 
labour force declined during the 
year from 140,690 to 126,630, 
while for the industry as a whole 
the loss of workers was more 
than 30,000. 


Declining percentage 

The extent to which cotton 
alone is used in the productidn 
of textiles is reflected in - the 
statement early in February that 
yarns now spun wholly from raw 
cotton accounted for only 71.8 
per cent of the total output of 
single yarns in the United 
Kingdom cotton industry. Dur- 
ing the corresponding period of 
1955 the comparable proportion 
was 75.1 per cent, and the 
growth in the output of yarns 
spun from materials other than 
cotton—from 2,720,000 Ib. to 
2,890,000 Ib. — indicate an 
important trend in textile pro- 
duction. 

The use of materials other than 
cotton is -providing employment 
for both labour and machinery 
in Lancashire on an increasing 


compared with 2,774,560,000 scale and comes within the defini- 
Industrial Building in Great Britain 
(Number and Area of Schemes) 
1952 1953 1954 1955 
é : ? r (/st nine months) 
Area Area Area 
No. (000 No (000 No (000 Area 
sq. ft.) sq. ft.) sq. ft.) No (000 
sq. ft.) 
APPROVED v ‘ 
Great Britain... 1,129 26,591 1,961 39,313 2.705 70.916 2,607 74,362 
N. Western... 149) 5,154 289.| 5,363 343) 91943 314 | 12,311 
S. Lancs. = 6 465 12 321 23 1477 9 337 
Merseyside ... 32} 1,235 | 54 | 900 $7 2,029 43 3,006 
N.E. Lanes. ... | 3 | 102 6 $2 7 570 5 820 
} 5 
STARTED | | (1st six’ months) 
Great Britain... 946 | 19,722 1,542 | 29,505 | 2,131 45,187 1,145 | 30,818 
N. Western .. 145 | 2,896 208 3,663 319 6,974 - 5,433 
S. Lancs. ts 5 455 14 189 15 281 682 
Merseyside ... 12 | 162 42 846 48 762 n 1,460 
N.E. Lancs. ... 2 30 6 toh 8 576 2 
| | 
| 19155 
ey ne nga } (1st six| months) 
Great Britain.. 1.438 29,021 1,438 31,353 | 1,702 | 38,292 840 16,022 
N. Western ...| 253 | 5.454) ‘202, 5.288) ‘245! 4976, 114! 21593 
S. Lancs. veo. 21 364 16 229 | 1s 218 3 53 
Merseyside ... | 44 | 859 4. ~=6.2,070 43 3 18. 
N.E. Lanes. ... 10 | 9 6; ‘100} 5 53 2); 4s 
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tion of the “pastimes and dangers 
of youth” quoted from Heine in 
the opening paragraph of this 
survey. 


New finished products and 
improved forms of old pro- 
ducts, of both man-made fibres 
alone and in conjunction with 
cotton, are acting as a chal- 
lenge and a stimulant to the 
manufacturers of cotton tex- 
tiles who, if they can find a 
cotton product with similar 
attributes and produce at a 
lower price, could easily regain 
a lot of lost ground. 


In addition to research of this 
type, more and more spinners 
and manufacturers are becoming 
interested in the value of auto- 
matic devices which make pro- 
cessing more rapid, more accurate 
and more uniform in quality. 


Effect of research 


Many of the instruments have 
been adopted for use in works 


or mill laboratories for testing 
before and after processing, 
although some apparatus is 


intended for fitting to production 
machines. Interest in modern 
methods and equipment is 
recognised by the decision of the 
research association which had a 
special range of exhibits at the 
Shirley Institute. 

The recession during 1955 was 
not uniform, and by the end of 
December the Cotton Board was 
able to state that the lowest point 
of the recession in the United 
Kingdom cotton industry had 
been reached in August. 


Order books filling 


From that month onwards 
there was a certain recovery and 
in January this year the Parlia- 
mentary Secretary to the Board 
of Trade said that there were 
encouraging signs of an arrest in 
the decline of the textile indus- 
try. Order books in the spinning 
and weaving sections were im- 
proving, the trade was benefiting 
from the removal of the distort 
ing effects of the old system of 
purchase tax in discouraging 


@ Continued on page 48 
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Are you making 
the right connections 
in Manchester? 


These national radio, 
TV & electrical goods 
advertisers sell at 
the point of sale 
in Manchester 


Aerialite 
Ajax Domestic Appliances 


British National 
Electric Cookers 


British Vacuum Cleaner 
& Eng. Co. 


Burco Cookers 
Bush - Cossor 
CWS + Ekco 
English Electric 
Ewart Washers 
GEC - HMV 


Hoover - Invicta 


Ferranti 


Jackson Electric Stoves 
Kolster-Brandes 
Marconiphone 
Masteradio 
Morphy-Richards 
Murphy - 
Parkinson's Stoves 
Parnall - Philco - Philips 
Pilot - Radiation 
Radio Industry Council 


Pam 


Revo Electric Cookers 
RGD - Siemen Lamps 
Smiths English Clocks 
Simplex Electric Cookers 
Sobel - Sunbeam 
Thor Washers 
Thorn Industries 
Ultra 


through the 


Evening Chronicle 


HATEVER PRODUCTS you are selling in and 

\ 4 around Manchester there is one sure way of 

transforming your advertising campaign into a 

completely successful point-of-sale effort. That is by ad- 

vertising in the Evening Chronicle, the medium which your 

dealers on the spot use and which they know their 
customers read. 

Take radio, television, vacuum cleaners, washing machines, 
for example. Local dealers are much more willing to support 
manufacturers with intensive shop-display when they see 
the manufacturer’s advertising in their own paper. And the 
advertising of a well-known local name like that of Mr. Fred 
Dawes (see below right) appearing adjacent to that of the 
manufacturer means something concrete to the readers — 
a shop he passes on the way to work —a shop where he 
knows he can see and buy the product advertised. 

Fred Dawes advertises regularly in the Manchester 
Evening Chronicle. He measures results in terms of cost- 
per-reply and cost-per-sale and finds the Chronicle in both 
respects efficient and economical. This experience is common 
to all categories of Manchester retailer. Fred Dawes’ regular 
insertions, together with those of countless other local 
retailers, prove the value of the Evening Chronicle as a 
selling medium for every type of advertised product. 

And the Evening Chronicle is offering you more readers 
every month — an extra 160,000 readers in three years, over 
75,000 in the past fifteen months. The Evening Chronicle is 
Britain's fastest-growing evening newspaper. 


Consider this vitally important point Gm 


Surely your advertising demands more than the 
indiscriminate use of mass-circulations, merely 
as a matter of convenience? First and foremost 
it must se//. And no other medium can compare 
with the regional press for impact, nearness to 
point of sale and efficiency in selling. What other 
criterion can your advertising afford ? 
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Local Dealer's Viewpoint 


Mr. Fred R. Dawes, whose firm has thirteen branches 
in Manchester and district, is a well-known figure 
in the radio and electrical trade in the North West. 


He writes : 


“There can be no doubt 
that manufacturers’ ad- 
vertising in the Evening 
Chronicle stimulates 
immediate interest. I 
particularly welcome the 
opportunity of “‘tying-in” 
with manufacturers’ ad- 
vertising. Experience has proved to me that this 
produces (for both the manufacturer and myself) 
a greater volume of business than any other type 
of expenditure. It enables me to follow up inquiries 
immediately and turn them into definite sales.” 


(Advertising agents for Fred Dawes Limited are 
F. John Roe Ltd.) 


gg FRED.DAWES ff 


Electrical goods sell in Manchester through Britain’s 


fastest-growing evening newspaper 


Evening Chronicle 


For further information : 

M. L. W. Wilson, Advt. Manager, 
Kemsley House, Manchester, 4. 
Telephone : Blackfriars 1234 

W. J. Abbiss, London Advr. Manager, 
Kemsley House, London, W.C.1. 
Telephone: Terminus 1234 

March 1956 net sale (ABC formula) : 
over 300,000 


OVER 900,000 PEOPLE READ THE EVENING CHRONICLE 
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Lancashire and the North West 


More jobs 
people to 


high-quality production, especi- 
ally for export, and there had 
been a decline in the number of 
mills working short time. 

Short time working, in fact, 
had not been so widespread as 
was at one time anticipated and if 
the present increase in demand 
continues, short time working can 
be expected to diminish still 
further. 


Problem of exports 

While the worst of the textile 
depression may have passed, not 
all the problems have been over- 
come. Exports of cotton yarn and 
cloth fell in 1955 and the indus- 
try has had to compete in over- 
seas markets with lower priced 
textiles produced in India, China 
and Japan, and at home with im- 
ports of foreign cloth which had 
increased to five times the amount 
imported in 1953. Also, the 
effects of the uncertainty about 
United States cotton policy has 
been another cause of the indus- 
try’s problems. 

Consolidation among the firms 
in the cotton industry is steadily 
going forward and considerable 
progress has been made. 


The chairman of the Lanca- 


shire Cotton Corporation at the 
annual meeting of the company 


exist than 
fill them 


referred, for example, to the 
acquisition of the Durban Mill at 
Hollinwood and the company’s 
offer for the Eagle Spinning Mill 
at Rochdale. Conversely, the cor- 
poration has decided to close the 
Brunswick Mill at Ancoats, Man- 
chester, and the directors of Com- 
bined English Mills (Spinners) 
have announced their intention to 
close the Runsworth Spinning 


‘Company at Bolton. 


Current average weekly earn- 
ings in spinning are about £9 7s. 
for men and £5 16s. for women, 
and in weaving £9 Ils. for men 
and £6 5s. for women. The last 
increase in wage rates was in Oct- 
ober, 1954, and the employers 
have recently rejected a claim for 
an increase of 10 per cent, but 
the dispute is to be submitted to 
the Ministry of Labour for refer- 
ence to an Industrial Court. 

What of industrial prospects in 
1956 for the region as a whole? 

One of the problems is labour 
shortage in the industries where 
labour is most needed. The 
vacancies unfilled as reported in 
November were 42,751, of which 
15,539 were for men, 18 years and 
over, and 13,150 for women, 18 
years and over. This figure 
cxceeds the number of registered 
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The new factory of Huntley & Palmers Ltd., at Huyton, near Liver- 
pool, stands on a four-acre site with an adjacent five acres which, it 
is expected, will be developed before long. 


unemployed reported in January. 
While the percentage rate of 
ung¢mployment in the North 
West region fractionally exceeds 
the national percentage, the 
weight of such unemployment 
was very slight, even in the most 
densely populated areas such as 
the South East Lancashire conur- 
bation with a population of 
2,409,702, or the Merseyside 
conurbation with a population of 
1,382,244 
Reports presented to a meet- 
ing of the North West Regional 
Board for Industry in early 
January indicated good pros- 
pects for the current year in the 
region’s ship building and 


general building industries. 

Notwithstanding the reductions 
in credit, it is anticipated that the 
capacity of the building and civil 
engineering industry in the North 
West will be fully extended—and 
an Admiralty spokesman told the 
board that order books for ship 
builders at Barrow-in-Furness 
and Merseyside were most 
encouraging. 

At the machine tool division 
of David Brown in Manchester 
a new type of machine tool has 
been designed which is stated to 
be capable of producing large 
turbine gears quicker, cheaper 


@ Continued on page 50 


Warrington 


Guardian 


THE KEY to 100,000 


Homes in South Lancashire 
and Cheshire 


4 tower’: 
ADVERTISEMENT MANAGER 


LONDON REPRESENTATIVE : P. MOON, 134 FLEET STREET, E.C.4. Telephone Fleet Street 6329 
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advertising 


BUILDS BIGGER BUSINESS 


ROE ADVERTISING offers the services of three separate companies 
from the two principal centres of marketing and advertising. 

F. JOHN ROE LIMITED, Incorporated Practitioners in Advertising. 
Comprehensive facilities for national and regional campaigns. In asso- 
ciation with: 

ROE OUTDOOR ADVERTISING LIMITED. Complete national out- 
door coverage including signs, posters, transport, exhibitions and dis- 
play. 

ROE TELEVISION LIMITED. Time buying, scriptwriting, storyboards 
and production supervision for commercials on all stations. 
MANCHESTER. 20 St. Ann’s Square, 2. Telephone: BLAckfriars 9786 
(4 lines). 


LONDON. 73 Grosvenor Street, W.1. GROsvenor 8228 (3 lines.) 
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Bayard 


means 


business! 


At Bayard we consider ourselves as an integral part 
of our clients’ sales organisation and right from the 
start we make a point of appreciating their sales 
problems. We ask an awful lot of questions before 
ever we put pen to paper, but the ideas, the copy, 
the layouts, all follow in logical sequence. The result 
is advertising that means business—business for our 
client. 

There’s nothing very new about all this; in fact it’s 
just a principle of sound common sense that we 
have practiced for 21 years. Is your advertising 
based on sound common sense ? 


BAYARD PUBLICITY LIMITED 
ADVERTISING CONSULTANTS 
Palace Buildings, 93, Market Street, Manchester. 1. 
Telephone : DE Ansgate 3742|3 


| more 


| the 


50 


APRIL 27, 1956 


Lancashire and the North West 


Major road improvement 
means more work 


and more accurately than before, 
and orders worth about £750,000 
had been received from _ ship 
builders in this country, France, 
Germany and Italy. 

In the civil engineering 
industry, work is going ahead 
on road improvements and the 
county surveyor has stated that 
than 30 miles of dual 
carriage roadway—26 miles of it 
reserved for motor vehicles— 
will be under construction in 
Lancashire within 15 months. 
The cost is estimated at £10 to 
£11 million. In addition, it is 
hoped to start construction, dur- 
ing the 1957-58 financial year, of 
proposed £2 million, 11 
miles Lancashire motorway 
which will by pass the city of 
Lancaster. 

Another project to which all 
advertisers to this vast active 
mass market are looking for- 
ward with keen interest is the 
opening of the Independent 
Television Authority’s station 
at Winter Hill, the primary and 
secondary areas of which will 
serve a population in the 
North West of 7.21 millions. 


Spread (of television 


At the end of September last 
the number of television licences 
issued in this area exceeded 
865,000 and it is estimated that 
by May 1 this figure will be of 
the order of 1,040,000. Because 
of the date at which the Holme 
Moss station began  transmis- 
sions it is to be expected that all, 
or almost all, television sets in 
the area will either be capable of 
conversion to the new channel or 
will be new multi-channel sets. 


Pointers 
to 
} prosperity 


F one seeks evidence of 

the thriving nature of the 
market in Lancashire and the 
North-West one does not have 
to look for long. 


@ The Lancashire and Mersey- 
side Industrial Development As- 
sociation is continuing its efforts 
to persuade United States indus- 
trialists to build new factories in 
Lancashire. One of the benefits 
would be that any US firm pro- 
ducing consumer goods in Lanca- 
shire would give trade to firms 
in the paper, labelling, printing 
and allied trades, due to the em- 
phasis placed in America on ad- 
vertising and packaging. 


@ Nearly 3,000,000 North-West 
workers found an extra £1 mil- 
lion a week in their wage packets 
during the past year. 


@iIn Lancashire’s large-scale 
engineering industry the empha- 
sis is in the direction of new 
building to facilitate further ex- 
pansion. 


@ Manchester's Ringway is now 
Britain’s second busiest airport. 
About 330,000 passengers were 
carried during 1955 along with 
8,620 short tons of freight. 


@ Continued on page 52 
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Looking towards the cliffs and Lower Walk, on the North Shore at 
Blackpool, the favourite holiday resort for Lancashire and the North- 


West. 


It is also a very important conference centre. 


Many workers 


have enjoyed wage increases during the past year and Blackpool 


expects another good season. 
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This is a 


FOR SELLING TO BARROW-IN-FURNESS 


Consider the facts. 65,550 people 

live in Barrow in 19,923 households. 

The Evening Mail, with a circulation PRINCIPAL SOURCES OF EMPLOYMENT 
of 28,866 is read in 92% of them. IN BARROW 

These 19,923 households spend a 

substantial sum in a year, as witness SHIPBUILDING * 


retail sales of £7,000,000 in the town. 
é y ENGINEERING 
Advertisers who want their share 


of this hearty spending should make STEEL & IRON 
sure The Evening Mail gets due 


prominence in their schedules. PAPER MAKING 
FLOUR MILLING 


%& The world's biggest tanker was built and launched 
ot Barrow four months ago. She was the largest merchant 
ship to be built in Britain since the war. 


THE NORTH WESTERN 


Evening Mail — 


BARROW -IN-FURNESS 


A.B.C. 28,866 | 


ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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* READER INFLUENCE 
* RETAILER RESPONSE 
* REAL SALES IMPACT 


You need the 


SOULTHPORT VISITER 


RT q 
SERIES 


SOUTHPORT VISITER - SOUTHPORT JOURNAL 
CROSBY HERALD “4 BOOTLE HERALD 
. COVERING SOUTH-WEST LANCASHIRE ON 


TUESDAY, THURSDAY AND SATURDAY j 


HEAD OFFICE 
28-32 TULKETH STREET 
SOUTHPORT 
Telephone: 5127-8-9 
LONDON OFFICE: 
134 FLEET STREET, E.C.4. 
Telephone: Fleet St. 7620 


— LANCAGH/RE AND 
THE NORTH WEST 
/¢ the Ideal Poster Area 


teeming with well-paid buyers; compact; maximum 
Sales outlets 


economical delivery journeys, complete 


Poster coverage to ensure q 


ck returns 1s guaranteed 


LANCASHIRE & NORTH WESTERN 
Poster Advertising Aecociation 


Lancashire and the North West 


Apri 27, 1956 


Pointers to prosperity 


from all over the region 


@ Many Lancashire shops are 
now so busy on Saturdays that 
it is necessary to engage addi- 
tional staff for that day. 

@ Television dealers in the 
county expect to obtain at least 
£7 million from the conversion of 
sets to receive commercial tele- 
vision programmes. 

@ More than 100,000 con- 
sumers are expected to visit a 
Grocers’ Exhibition at Belle Vue, 
Manchester which opened on 
Tuesday. There are nearly 100 
exhibitors. All ayailable space 
was booked months ago. 

@ To meet the needs of future 


| expansion and to relieve conges- 


tion at the present approaches to 
its Farington (Lancs.) factory, 
Leyland Motors Ltd. is building 
a new road at an estimated cost 
of more than £80,000. Demand 
for Leyland commercial vehicles 
is running at a high level. 

@ A new factory is being built 
by Heinz at Kitt Green, near 
Wigan, to increase output of 
their 57 varieties. The original 
conception has had to be revised 
in the light of a persistent in- 
crease in sales of the company’s 
products and a corresponding in- 
crease in the forward selling esti- 
mates. Consequently, the new 
factory has been re-planned to 
handle almost double the capa- 
city at first envisaged. 

@ Giving an analysis of balance 
sheets of 60 Lancashire spinning 
mills which showed that the aver- 
age profit in 1955 was £27,745 a 
company, compared with an aver- 
age of £31,226 for 67 companies 
in 1954, and £27,546 for 79 con- 
cerns in 1953, H. E. Pardoe, re- 
tiring president of the Manchester 
Chamber of Commerce, reported 
that the average dividend paid by 
62 spinning concerns last year 
was 23.42 per cent. That com- 
pared with 24.31 per cent for 72 
companies in 1954—which was 
the highest for more than 30 
years. Placing the emphasis on 
“some.” Mr. Pardoe commented: 
“Some slump.” 


@ Situated at Godley on the 
Lancashire-Cheshire border, a 
new Wall’s factory has a weekly 
output (based on a normal nine- 
hour day-shift working) of 350 
tons, representing 220 tons of 
sausages, 100 tons of bakery pro- 
ducts and 30 tons cooked 
sausages and cooked meats. 

@One week after securing a 
contract for £1,900,000, the Simon 
Engineering Group, of Cheadle 
Heath, near Manchester, landed 
another contract for £1} million 
in India. 


® Contemporary furniture, 
once a slow seller in Lancashire, 
has come into its own following 


extensive publicity and window 
campaigns. 

@ Man-made fibres continue to 
be used in ever-increasing quanti- 
ties and types. Lancashire is in 
the vanguard of this development. 

@The Board of Trade has 
agreed to build a factory of 
325,000 square feet at Brom- 
borough, near Birkenhead, to be 
leased by Nash Kelvinator Ltd. 


Handbook for 
marketing 


HE extent of the local 

influence exerted by 
certain towns and villages in 
this country as regards shop- 
ping, entertainent, and services 
not available locally, forms 
the basis of the new “ Geo- 


graphia” Marketing Areas 
Map and Handbook. 
The map (part of which 


appears on the front cover of 
this survey) covers all Great 
Britain, except for the Metro- 
politan area of London, where 
the relationship between the 
centres and the surrounding 
countryside (hinterland) is too 
complex to allow treatment in 
the same manner as the rest of 
the country. In all, the map 
defines 900 main marketing areas 
and the tables which have been 
included give estimates of the 
population of each centre together 
with that of the hinterland based 
on the latest Census of Popula- 
tion. 

The tables also include 
estimates of the number of retail 
outlets in various kinds of trade 
arranged alphabetically by 
county in standard regions. 


Guide to use 


The estimates of population 
and numbers of retail outlets, and 
the explanatory notes on the use 
of the map and handbook in 
marketing have been compiled by 
the Marketing Information 
Department of the London Press 
Exchange Ltd., under the direc- 
tion of Miss J. M. Ledgard. The 
development work in connection 
with the use of the maps for 
marketing and research purposes 
was the responsibility of Brian 
Copland, director of research, 
Lambe & Robinson Ltd. 

The map of Lancashire is an 
extract from the “Geographia” 
map but modified to print in two 
colours instead of four as pub- 
lished. The price of the map 
mounted on board with film 
laminated drawing surface is 
£6 lls. 6d. including the comple- 
mentary handbook. 
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A world of experience 


Northern firms needing an advertising 

agency can profit by the service that OSBORNE-PEACOCK 

can give them. O P Manchester has many years’ experience of local marketing 
conditions—and is a completely equipped advertising agency with its own 
highly efficient creative and executive staff. O P Manchester is 
closely linked with our other organisations in the main centres of Britain, and so has 

the varied resources and world-wide experience of a national advertising agency 

at its finger tips. Specialist resources include a first rate public relations 


department and an established commercial television unit. 


Godfrey Hope, M.1I.P.A. (Managing Director), 
will be pleased to tell you more about 
our organisation and discuss your advertising problems. 


OSBORNE-PEACOCK CO. LTD. ©) incorporated Practitioners in Advertising 
LONDON 
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ADVERTISER'S WEEKLY 


** Down to earth ”’ 
advertising means 
this mark on the 
copy—and it pays 
the client every 
time. 

Send for literature showing what 
has been accomplished. 


(G 


HERBERT 
GREAVES 
LIMITED 


Marketing Advisers and 
Advertising Consultants 


6 BOOTH STREET 
MANCHESTER 2 


Established over 35 years. 
INCORPORATED PRACTITIONERS 
ADVERTISING 
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| at Ellesmere Port, 


| men were added. 
| completely rebuilt in 1951. 


| this, to-day, 
| over 100,000 tons of petroleum 


| vents, : 
| The fourth stage occupied the 
| years between 


| took place in 
| normal order shows the change 
| which has taken place during the 


gil 
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Lancashire and the North West 


An oil refinery that has 


enriched the region 


UILT on the site of a 12th 
century abbey, Stanlow oil 
refinery is to-day one of the 


| largest and most comprehen- 


sive in Europe. It is located 
on the Manchester Ship Canal 
Cheshire, 
and its intake, chiefly crude oil 


| from the Middle East, amounts 
_ to some 54 million tons a year. 


The largest of the four Shell 
refineries in the United Kingdom, 
Stanlow has grown up during the 
last quarter century in four stages. 


| Between 1922 and 1938 it was a 


tankage installation which was 


| used for importing and distribu- 
| ting petroleum products refined 


overseas. To this installation 
three plants for producing bitu- 
These were 


Growth of units 


During the period 1938 to 1943 
a complex of plants for the pro- 
duction of all grades of lubrica- 


| ting oils was built, together with 


several other specialised units, 
among which was a teepol plant. 
A chemical solvents plant was 
built between 1946 and 1948, and 
produces annually 


derived chemicals, including sol- 
detergents and additives. 


1949 and 1952 
when a new and fully integrated 
crude oil refinery was built. 

The fact that this development 
the reverse of 


past 30 years in the consideration 
of refinery location. 


In the past it was the custom 
to locate refineries near the oil- 


| fields so that only the products 


required in any given consuming 


At the Stanlow oil refinery, 


area need be shipped. As a result 
of several factors, among them 
the fact that refining techniques 
have become extremely flexible, 
so that numerous variations can 
be made in the range of products 
obtainable from a given crude oil, 
it is now usual to situate the 
refineries near the major consum- 
ing centres. These refineries are 
capable of handling crude oil 
from many parts of the world in 
which it is available and the dis- 
appearance of a source, whether 
due to exhaustion of oilfields or 
for other reasons, does not affect 
refining capacity to any great 
extent. 


Every day some 15,000 tons 
of crude oil comes into Stan- 
low. This employs about 60 
tankers on a continuous shuttle 
service between the loading 
terminals and the _ refinery. 
Five tanker berths are avail- 
able on the Manchester Ship 
Canal, but, due to the shallow 
depth of the water, only vessels 
of up to 12,000 deadweight 
tons can use them. Larger 
tankers berth in the Queen 
Elizabeth II Dock, at East- 
ham, at the entrance to the 
canal, where four vessels of up 
to 32,000 deadweight tons can 
be accommodated simul- 
taneously. From here the oil 
is pumped to Stanlow through 
a seven miles long pipeline. 
Major plants at the refinery 
include two crude distillation 
units which have a combined in- 
take of about 13,000 tons a day, 
and an £8 million catalytic crack- 
ing unit which serves to increase 
the supply of high octane petrol. 

During the past two years im- 
portant new additions have been 
made to the refinery : a £34 
million “platforming” unit, the 


@ Continued on page 56 


the River Gowy has been straightened out. 


Spotlight 
on 
Stanlow 


The refinery covers some 
1,800 acres and is approxi- 
mately 24 miles from end to 
end. Some 15 miles of road- 
way and 20 miles of railway 
track are maintained. 

There are over 700 miles of 
interconnecting pipelines, and 
more than half a million tons 
of cooling water are drawn 
daily from the Manchester 
Ship Canal, passed through 
the process units, cooled in 
the largest cooling tower 
(341 ft. 6 in. high) in the 
world and returned to the 
canal. 

Electrical requirements are 
90 million kilowatt hours per 
year, roughly equivalent to 
the consumption of a town of 
50,000 to 60,000 inhabitants. 
Two boiler houses are in 
operation, raising 7,500 tons 
of steam daily at a pressure 
of 250 Ib. per square inch. 

Nearly 5,000 people are em- 
ployed, excluding the nearby 
associated Thornton Research 
Centre which employs another 
900. The Stanlow establish- 
ment includes over 100 univer- 
sity graduates on the technical 
staff as engineers, chemists, 
chemical engineers and 
physicists. 

Full medical facilities are 
available, comprising a well- 
equipped medical centre and 
several first-aid rooms oper- 
ated by two doctors and a 
qualified staff. 


The river flows through the 


site under the Manchester Ship Canal and into the estuary of the River Mersey. 
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Say 0d... 


Common-sense, research, enthusiasm, brilliance: 
this is the content of Pybus advertising. And 
we need, say, three new accounts. We are 
especially interested in firms whose product or 
service is “ technical.” Each account would 
receive tremendous attention ; skilful handling 
would lead to higher sales, and discussion of 
problems and possibilities would involve 

you in no obligation. 


HENRY PYBUS LIMITED 


Advertising 


89, VICTORIA STREET, LIVERPOOL, 1. 
Telephone Central 0659. 


... who want, say, 3 new accounts. 


ADVERTISER'S WEEKLY 


A Good Schedule 


includes the 


BIRKENHEAD 
NEWS GROUP 


FOR EFFECTIVE COVERAGE OF 
MERSEYSIDE AND THE NORTH-WEST 


FLAT RATE 


17/6 


s.c. inch 


45,996 


A.B.C. Weekly Net Sale 


Head Office: London Office: 
62-68 CHESTER STREET DAVID L. CLACKSON 
BIRKENHEAD 80 FLEET STREET 
Telephone : Telephone: 


Birkenhead 1570 FLEet Street 2626 


Oldham 


HEART OF THE INDUSTRIAL 
NORTH-WEST 


is one of the largest towns in England and 
the cotton spinning and textile engineering 
centre of the world. Diverse industries 
are covered by the broad terms Cotton 
and Engineering, and firms of renown have 
their homes here. 


OLDHA 


and its seven urban districts is an ideal 
area for an advertiser to test inex- 


OLDHAM 
pensively his publicity: it is compact, its 


income groups are widely varied and its 
daily newspaper is the . . 


OLDHAM EVENING 


HRONICLE 


The only daily newspaper published locall 
» ” dember A.B.C. “ 


WEEKLY (Series) comprises : 
Oldham Chronicle Saddleworth and M 
Chronicle o3 Crompton and Royton Chronicle 
Chadderton and Middleton Chronicle 


HEAD OFFICE: LONDON OFFicE : 
UNION STREET 134 FLEET STREET 
OLDHAM E.C.4 


Tel.: MAI 3841 (6 lines) Tel.: CENtral 7620 
An ideal testing ground for Advertisers 


RA. SEES OS 


ERNEST MARKS 
PUBLICITY LTD 


ESTABLISHED 1898. 


HEAD OFFICE 
AND FACTORY 


HAMILTON ROAD. 
MANCHESTER, 15. 


TELEPHONE RUSHOLME 1471-2. 


LONDON OF FICE: SHEPHERDS BUSH 4556 


ACTUAL MANUFACTURERS OF 
POINT OF SALE PUBLICITY. 
SERVICE DEPOTS THROUGHOUT 
GT BRITAIN AND IRELAND 


for 


RELIABILITY. PRACTICAL EXPERIENCE & RESULTS — 
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BELLE VUE 


MANCHESTER 
The Ideal Exhibition 
Venue of the North 


11,000,000 POPULATION 
WITHIN SO MILES 
* 
RAILWAY TERMINUS FOR 
THE NORTH 
e 


EXHIBITION HALL 
65,560 560 sq. ft ft. 

Main Hall — 
Annex — 276 x 60’ 
Restaurant — 210’ x 40’ 
(Seating 400) 
Lounge Bar — 36’ x 30’ 

- 

CAR PARKS]for]2,000 Cars 


e 
GAS and wer yy td 
(240 & 400 AC, 50c.) 
NATURAL ROOF LIGHT 
over entire length of Hall 


-"" 837’ x 60’ 


a 
FLOOR]4’ concrete |” grano 
e 
RAILWAY STATIONS 
Belle Vue & Longsight 
Ardwick (Goods) 
SERVED BY I4 BUS ROUTES 


CURRENT 


EXHIBITION : 


The 
GROCERS EXHIBITION 
24th April—Sth May 


Further details obtainable from 


BELLE VUE - MANCHESTER 


Telephone : EASt 133! 
eeeeeeeeeeeecesee 


CLITHEROE 


and the 
RIBBLE & HODDER VALLEYS 
The 
VALUABLE 
MARKETS 


in this area are 
most effectively 
covered 


by 
CLITHEROE 
ADVERTISER 
& TIMES 


Certified circulation 8,000 copies weekl: 

RATE 5/- per s.c. inch = insertion 
Friday, 3d. 407 /8 
Advertisement Mngr. e. y hd 


6, MARKET PLACE, CLITHEROE 


Made it ! 


A HUNDRED YEARS 
IT TOOK US, BUT 
WE HAVE FINALLY 
GOT FIVE OF OUR 
CLIENT’S READY 
TO APPEAR 

ON T.V.— 


‘ 
‘ 
' 
' 
' 
! 
! 
! 
' 
' 
' 
' 
' 
' 
1 
‘ 
‘ 
‘ 
‘ 
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Production, of course 
took but a small 
proportion of that 
time—one rush-job 
took only five weeks 
(and a year off our 
Production Manager’s 
life)—but we count 
those years of 
experience in all the 
other spheres of 
publicity as very 
important. . 


When Commercial 
T.V. came along, the 
team spirit, the 
capacity of hard work 
and creative thinking 
and the cordial rel- 
ations built up 
over the years 

had us off to a 

fine start. 


. 
s 
‘ 
‘ 
‘ 
‘ 
. 


You'll see some 

of our Publicity on 
Northern _ trans- 
missions soon. Our 
name won’t be on 
it—but you'll say— 
“That’s a good ad.!” 


Lee & 
Nightingale 
a Ltd. 


NORTH JOHN STREET 


LIVERPOOL 2 
Central 933! 


a 
¢ 


ANY LUBLICITY -ANWHERE / 
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Lancashire and the North West 


The region now stands on the brink 


of the new medium and— 


TV conversions are going 


on at a rapid rate 


says a SPECIAL CORRESPONDENT 


HEN the Manchester 
commercial television 
transmitter opens next week 
over one million viewers will 
be brought within the reach of 
the advertiser. 


The 445-foot high transmitting 
mast standing on the 1,440-foot 
Winter Hill will cover an area 
bounded by Barrow-in-Furness 
(over 50 miles) in the north west, 
Settel (approx. 35 miles) in the 
north, Glossop (approx. 30 
miles) in the east, Wrexham 
(about 50 miles) in the south 
west, and Rhy! (45 miles) in the 
west. 


The primary service area will 
cover an estimated population of 
6.55 million and the secondary 
service area 0.66 million, making 
an impressive total of 7.21 
million. 


Growth of conversions 


It has been estimated that there 
are 1,100,000 television sets in the 
North East Independent Tele- 
vision Authority area. It is ex- 
pected that 430,000 of those will 
be converted for Band III recep- 
tion by next week, the figure ris- 
ing to 630,000 by next October. 

Granada TV Network Ltd., 
the Lancashire programme con- 
tractor for weekday trans- 
missions, have prophesied that 
the number of homes in the 
area able to receive commercial 
transmissions next week will be 


nearly double the number at the 
start of the ITA service in Lon- 
don last September and well in 
excess of that in the Midlands. 


For the advertiser, then, the 
Lancashire television picture is 
bright so far as audience is con- 
cerned. On top of this, both 
Granada and ABC TV, the week- 
end programme contractor, have 
introduced rate cards which are 
bold in their design, flexible, and 
aimed to attract the manufac- 
turer with a limited advertising 
appropriation. 

Choice of times 

For instance, ABC TV have 
introduced no less than seven 
different time segments ranging 
from A time at £600 per minute 
down to G time at £40 a minute. 
Series bookings have also been 
introduced. A one minute spot 
each week-end for a whole year 
can be bought for as little as 
£2,080—or 52 15 second spots 
for £780. 


Sound thinking has gone 
behind the ABC TV rate policy. 
George Cooper, the contractor's 
advertisement controller, has 
explained : “By introducing seven 
different classifications of time 
and by reducing the ‘loading’ of 
30 and 15 second spots,” he said, 
“they had aimed to : 


® Bring television within the 
reach of advertisers with 
limited budgets. 


@ Continued on opposite page 


STA NLOW REFINERY ~— continued 


first to be built in the UK, which 
produces components for blend- 
ing into aviation spirit, and a 
“hydrodesulphuriser,” costing £1 
million, the first of its kind in the 
world, which removes sulphur 
from petroleum products by a 
new and relatively simple tech- 
nique. 

The chemical plant, which is 
adjacent to the crude oil refinery, 
was constructed to menufacture 
chemical solvents fron: certain 
materials produced ty _ the 
catalytic cracking unit. These 
solvents, of which the total pro- 
duction is at the rate of 25,000 
tons a year, find applications in 
many industrial processes, as, for 


| example, in the manufacture of 


paints, varnishes and _ surface 
coatings generally, as well as of 
plastics, hydraulic fluids, etc. 


New style resins 


A new unit has been designed 
for the production of epikote 
resins. These are distinguished 
by great flexibility, adhesive 
power and resistance to abra- 
sion, and have a wide appli- 
cation in finishes for food con- 
tainers, washing machines and 
similar articles and in the elec- 
trical industry. When applied to 
furniture, for instance, they give 
protection against wear and tear, 
corrosive chemicals, alcohol, and 
even neglected cigarette ends. 
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Lancashire and the North West 


Television plan for 
merchandising tie-ins 


® Level out the enormous 
variations in cost per thousand 
viewers. 

@ Enable advertisers to tie-in 
merchandising with TV adver- 
tising. 

@ By the use of narrower 
time classifications help produc- 
tion departments to produce 
commercials in harmony with 
audience. This will enable 
advertising agents to plan their 
television schedules _ scientifi- 
cally and to best effect. 


The ABC TV rates were based 
on 400,000 sets in the Lancashire 
transmission area. On that basis 
it was conservatively estimated 
that 40,000 sets would be tuned 
in at G time with 280,000 sets 
at A time. Estimate of viewer- 
ship was 1.6 per set at G time 
and 2.8 at A time. This would 
mean a cost of 9s. Ild. per 
thousand viewers for a 30-second 
spot at A time, and 7s. 10d. per 
thousand for a similar spot in 
G time. 

Granada’s rate structure is 
equally interesting. 


Guaranteed audience 


One of their most courageous 
steps has been to announce a 
guaranteed minimum audience. 
For AAA time they will guaran- 
tee 300,000 homes viewing, AA— 
200,000 and A—125,000. If Niel- 
sen ratings fall below these figures 
for any one spot the advertiser 
will get a rebate based on the 
percentage by which the — 
audience of each spot, over 
four week period, falls below the 
guaranteed figure. 

In addition Granada have 
introduced “Run of the Day” 
spots at the remarkable rate of £1 
per second. Advertisers will be 
able to book 7, 15, 30 and 60 
second spots at this rate but will 
have no say in when they will 
appear. They will be screened 
in any time classification and on 
any day from | Monday to Friday. 


Granada’s basic rates are £275 
per minute A time, £450 AA time, 
and £690 AAA time. 

This year’s annual report of 
the Advertising and Publishing 
Trades Section of the Manchester 
Chamber of Commerce stated : 

“In the direction of both 
selling and planning, commer- 
cial television will exert a great 
effect. Here is a new medium 
not limited by normal bound- 

aries of the newspapers; a 

message can be passed to a 

complete area at one time with 

one point of production and 
distribution.” 

For Lancashire that “complete 
area” must. be an_ interesting 
prospect for any advertiser. 


This mechanised display was 
supplied to the Lancashire 
Associated Colliery over 20 years 
ago by Ernest Marks Publicity 
Lid., Manchester. In the Heath 
Robinson style, it is still working 
and has only needed occasional 
servicing. 
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National Advertising 


MUST include the 


250,000 
of South East Lancashire 


population 


COMPLETE COVERAGE IS GIVEN TO 
THIS INDUSTRIAL AREA BY THE 


ROCHDALE OBSERVER 
SERIES 


ROCHDALE OBSERVER ) 
HEYWOOD ADVERTISER 
MIDDLETON GUARDIAN 
BLACKLEY & CRUMPSALL 

GUARDIAN 


This is the area we serve so well 


London Office : 80 Fleet Street, E.C.4 

Head Office: Drake Street, Rochdale, Lancs. 
jTelephone: Rochdale 4251 (5 lines) 
Telegrams: Observer Rochdale 
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ADVERTISER'S WEEKLY 


AND we 


Theres always 
a better vay 
of domg it 
and we usually 


CONCEIT . . . SELF-CONFIDENCE . . . FLAIR—call 
it what you will. 
to like us—and our methods—judging by the number 
of new accounts we’re opening month after month . . . 
ADVERTISING needs new ideas—new angles. We 
think that way first... and then get down to business. 


We don’t mind. Our clients seem 


know that side, too. 


hee t 


ASHT 


96,067 _ 


ON-UNDER-LYNE 


Reporter 


GROUP OF WEEKLIES 
13 papers completely covering the rich 
industrial and agricultural territory of 

South East Lancashire 

North Derbyshire 

North Cheshire 

West Riding of Yorkshire 


24/. 


(All Editions ) 


aed = : 3 
et Square, Cc. P. R. Crane, 
Ashton-under-tyne Net Sales A.B.C. 44/45 Fleet St., £.C.4 
Tel. Ash 1831-2-3 


Tel. FlEet Street 68620 
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Lancashire and the North West 
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A marketing expert 
on-the-spot reports: 


A thriving region with 


OBS are still chasing 
workers in Lancashire. 
In the North-Western region, 
of which Lancashire forms the 
major part, 41,000 people are 
unemployed—but the number 
of vacant jobs totals nearly 
43,000. 


Compared with 1.2 per cent 
for Britain as a whole, the per- 
centage rate of unemployment 
for the North-West is 1.4 per 
cent, but in the Greater Man- 
chester area it is down to 0.8 per 
cent. 


Nearly 10,500,000 people live 
within 50 miles of Manchester 
and more than 14,500,000 within 
75 miles. This closely knit, 
thriving community provides an 
ideal market for the retailer, 
wholesaler and manufacturer. 


Money to spare 

Incomes are running at a higher 
level than ever before. More 
than that, there are probably 
more households in Lancashire 
than elsewhere where whole 
families go out to work. It gives 
them “money to. spare” for 
luxury, as well as essential spend- 
ing. So much so that, in two 
years, the number of television 
owners has risen from 400,000 to 
nearly 800,000. 


This greater availability of 
money is enabling houseproud 
Lancastrians to spend more 
than they have ever spent on 
the home. Television has 
done much to stimulate ex- 
penditure, causing people to 
stay at home and view their 
surroundings with an increas- 
ingly critical eye. 


Although hire-purchase restric- 
tions have proved a_ hindrance, 
furniture-buying is still running at 
a level sufficiently high to reflect 
this home-conscious feeling. 


Demund for gadgets 


The terraced home, often with 
several wage earners feeding the 
family income, is. nowadays as 
much in the market for labour- 
saving devices as the detached 
villa. Working-class homes are 
throwing out the mangle for the 


washing machine. 


faith in the future 


There is nothing that Lancashire does not make. 
anything which is good that Lancashire will not buy. 


There is hardly 


There is more money available 
to satisfy a growing dress-con- 
sciousness ; indeed, demand for 
consumer goods of all kinds re- 
flects not only Lancashire's con- 
tinuing prosperity, but also a 
willingness to spend. 

Modernisation of shops 
Every main street in every 

Lancashire town illustrates that 
private and multiple retailers 
have faith in the county's future. 
Old shops are being re-equipped 
and refurnished; new shops are 
springing up. The search for 
sites, especially by chain organisa- 
tions, goes On unabated. 

For the manufacturer this 
densely populated region pro- 
vides ideal territory for exploi- 
tation. His advertising message 
can be put across to millions of 
people who are huddled closely 
together. No county is better 
served by newspapers: 10 even- 
ing papers are strategically 
placed to blanket the county. 
Local weeklies leave neither 
the largest town nor the 
smallest village unexplored in 
their search for news and 
readers. 


Poster sites sought 


Restrictions and _ regulations 
have hampered the development 
of poster sites, although much 
has been done in the way of offer- 
ing advertisers sites which are not 
only attractive but also powerful 
business builders. Temporary 
poster sites, surrounding the ex- 
cavation and steel work of pro- 
jected new buildings, are eagerly 
snapped up. 


Public transport services in 
Lancashire merit a high rating, 
and the advertiser who puts his 
message on a bus side, front or 
rear panel, can be certain that it 
will circulate along crowded 
streets. 

A new advertising medium— 
commercial television—will be 
available from Manchester on 
May 3, and it is estimated that 
7.21 million people will be able to 
receive the new programme on 
the western side of the Pennines. 


The appeal of television may be 
@ Continued on page 59 
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Lancashire and the North West 


No richer Geld for the 
skilful advertiser 


powerful but Lancastrians are no 
stay-at-homes when it comes to 
shopping. They enjoy a shopping 
spree in different environments. 
Thus Manchester draws shoppers 
from Bolton, Oldham, Rochdale, 
Bury, Wigan, Stretford, Eccles, 
Ashton-under-Lyne, Stockport, 
and other surrounding towns. 

Yet, all these towns also attract 
buyers from neighbouring dis- 
tricts. Liverpool has its devotees 
from across the Mersey, St. 
Helens, Warrington and else- 
where. It is litthke wonder that 
new shops and stores are going 
up in these cities and towns. 

From where does this pros- 
perity spring? 


Position of cotton 


Observers who have noted that 
the cotton industry's labour force 
shrank by 30,000 operatives 
during 1955 may be prone to lift 
their eyebrows at affirmations of 
faith in Lancashire’s future. It 
is true that Lancashire and the 
cotton industry are inseparable, 
but the county is not nearly so 
dependent on that industry's 
employment statistics as it was 
before the war. 

Post-war planning has wisely 
aimed at broadening the base and 
enriching the content of Lanca- 
shire’s economy. Nearly 500,000 
people, or about one-sixth of the 
insured population of the region, 
are employed in the thriving, 
expanding engineering group of 
industries in the North-West—and 
that figure represents more than 
one-eighth of those employed in 
the engineering industry of the 
country as a whole. 

While the greater part of the 
introduction of new industry has 
been due to the construction of 
privately financed factories in the 
region, government - financed 
factory building .is making an 
important contribution. 

In October, 1951, about 600,000 


os 


square feet of government- 
financed factory space had been 
built in the two development 
areas then existing, South Lanca- 
shire and Merseyside, while 
600,000 square feet was under 
construction, together with a 
further 600,000 square feet 
approved but not started. Since 
then the work under construction 
has been completed, the approved 
work put in hand and finished, 
and considerable further and fresh 
development has taken place. 


Early in 1953 a third develop- 
ment area was scheduled (in 
North-East Lancashire) and that 
has provided the site of the 
Government - financed  faetory 
occupied by Mullards, which is 
300,000 square feet in size. 

This factory represents the 
largest expenditure on a single 
factory building project which 


has ever been made under the | 


Distribution of Industry Acts. 


In the other two development 
areas a further 370,000 square feet 
of factory space has been built 
or approved, 


Merseyside for Huntley and 
Palmers, extensions to nine of the 
24 factories administered by 
North Western Industrial Estates 
Ltd. This gives a total over the 
three development areas. of 
670,000 square feet. A growing 
range of light industries has 
sprung up on Merseyside. 
Spending on home 

There is no richer field than 
Lancashire and the North-West 
for those who have something 
good to offer—and will take the 
trouble to make it known. 
Lancastrians with money in their 
pockets are willing spenders on 
the home and on themselves. To- 
day, they have the money and it 
comes from expanding heavy 
industries and a growth of other 
industrial activities. 
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MANCHESTER 


DR anchaiter Poster Services Lid | 


27-29-31 Bootle Street. Deansgate. Manchester 2 
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including a new | 
factory of 160,000 square feet on | 


Dorit Fe - 


BLACKPOOL 


is Lancashire’s 


SECOND LARGEST 
COUNTY BOROUGH 


ont Jotgtl -- 


it is covered ONLY 
by . the 


WEST LANCASHIRE 


Blackvool Gazette Series 


MEMBERS OF THE AUDIT BUREAU OF CIRCULATIONS 


ee 


G. 


Advertising in the 


BOLTON STANDARD 


has a snowball effect— 
results get 

bigger, BIGGER, BIGGER. 
lt is definitely different, and leavens 
the whole lump. 

it is the key to thousands of homes 
in Bolton and surrounding townships. 
A consistently proved and profit- 
able advertising medium for over 
33 years. 


“f: 
HARRIS 
Ltd. 


Incorporated 
Practitioners in 


Advertising 
9- s.c.i. 


BOLTON ‘STANDARD, 
Victoria St., Bolton. Tel. 4742/3 
115 High Holborn, W.C.1 
CHAncery 8752 3 


British and Overseas 


PRESS 
. 
OUTDOOR 


* 
FILM 
ADVERTISING 


33 MERRION ST. 
LEEDS, 2 
and 


26 CORPORATION ST. 
MANCHESTER, 4 


SP at 
SILK SCREEN ARTS L® 


97 SHIRLEY ROAD.CROYDON 
AODDISCOMBE 3147-8 


HIGHEST GRADE 
CLEAN & SHARP 
ASTSMANSGHID 


SPEEDY SERVICE 
2 EXPRESS 4 
DELIVERY 
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PACKAGING AND POINT-OF-SALE DISPLAY 


Aprit 27, 1956 


Among a number of new items Our 


Packaging Correspondent 


notices that a— 


Special display device 


ANYONE who went through 
the daily mill—not to say 


agony—of getting out an 
“emergency” edition during 
the recent London printing 


dispute will have acquired a 
considerable knowledge and 
respect for duplicating paper. 
And the fact is that the dis- 
pute has served to make 
duplicating processes a_per- 
manent feature of many firms’ 
activities. 

To facilitate the buyer's task 
of locating convenient sources of 
supply of such papers and to 
emsure easy recognition of the 
required grade, H. R. Danford 
& Sons, Ltd., the suppliers of 
“Aylestone” papers, have released 
to retailers of their products a 
special display stand. 


Little floor space 


Occupying no more than 34 
square feet of floor space, the 
stand carries a selection of up to 
nine reams representing the most 
popular grades of the company’s 
wide variety of business papers. 
The grades are distinguished by 
wrapper designs in unmistakable 
contrasting colours and can be 
displayed with eye-catching 
emphasis in any stationer’s shop 
or showroom. 


Attractive display 


The general design of the stand 
is eminently contemporary, and 
its colour scheme, planned to 
reinforce the attraction of either 
a display window or a shop 
interior, provides a_ pleasing 


shows paper grades 


The new Kleenex boxes give a 
smart impression. 


décor in itself and throws the 
products it carries into promin- 
ence. 

The main plaque is of grey peg 
board, held in a_ substantial 
polished oak frame. The sign- 
board, silk screened in black and 
yellow and using a letter based 
on Rockwell Shadow and Rock- 
well, is easily readable at a con- 
siderable distance. 

Tests of six display stands at 
widely scattered points have 
shown conclusively that retailers 
enjoy an immediate substantial 
increase in sales by their use. 


* * * 


THE GLEEM pack recently made 
an unusual kind of appearance 
before the shopping public when 
50 Messerschmitt motor-scooters 


The Gleem pack, 
which carries the 
name on all four 
sides and_ both 
ends, was recently 
widely publicised 
by having giant 
versions carried 
about on motor- 
scooters. 


This new Mazda 

coloured point-of- 

sale item is made 

so that it can rest 

in a sitting position 
on a shelf. 


bearing aloft a giant version of 
the pack, “invaded” London and 
converged on Piccadilly Circus. 
Responsible for the operation 
were Erwin Wasey & Co. Ltd., 
who have estimated that the total 
number of people who saw the 
giant packs moving about ex- 
ceeded half a million. 
* * * 


Now MAKING their appearance 
in the shops are Kleenex boxes 
with a new look. Subtle changes 
in package design give a smarter 
and more eye-catching effect. 
The major change concerns the 
under-side of the box where 
Delsey Toilet tissue and other 
Kleenex packages are spotlighted 


with illustrations and full de- 

tails. The Kleenex box, there- 

fore, becomes in itself a sales 

aid for its companion products. 
- + * 

THE MANAGING director of 


Summit Games Ltd., of Leeds, 
Barry Powell-Jones, has a re- 


@ Continued on page 62 


Up to nine reams of “Aylestone” 
papers can be displayed. 


Five of the striking new packages for Summit Games Ltd., are 
shown here. Each box reflects the originality of the contents. 
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Hartland appoints Artist Partners 


Beryl Hartland, famous for her work 
with Horrockses, Wolsey, 
Moygashel, Goya, Berlei, British Nylon Spinners 
and Daily Telegraph, has appointed 
Artist Partners 
as her sole representatives 


ARTIST PARTNERS LTD., 442 DOVER STREET, LONDON W.1 HYDe Park 9941 
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Be Wad OnE te (BARNET) LTD. 
_ choose WS doni 


. | JME CORRECT-SHAPE TOOTHBRUSH 


agit 
Te 


@ DISPLAY UNITS 
@ SALES AIDS 


Whether it is metal, 
wood or wrought iron 


\ WE ARE 
THE ACTUAL 


es 


p P ae 


~~" MANUFACTURERS 


Our experience of sales and practical advice is readily available to 
you. Let us submit ideas and prototypes and prove how reasonable 
and efficient a permanent display can be. 


MOREY (BARNET) 


BARNET, HERTS. 


LIMITED 


Telephone: Barnet 3222 


When it calls for OFFSET— 
telephone SWAINS 
BARNET 2201 (3 lines) 


John Swain & Son Limited 
COLOUR PRINTERS 
164 High Street - Barnet - Herts 
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Packages for games that 
reflect product quality 


freshingly direct approach to 
packaging and package design— 
and has applied his ideas to five 
new games and two series of jig- 
saw puzzles. To be sure, he has 
the advantage over many in the 
field in that his company was 
founded only last year. He, 
therefore, has nothing in the way 
of traditional design to shift out 
of the path. 

Each one of his games is 
original, and the packaging 
reflects not only the quality of 
the product, but also its origi- 
nality. The designers are chosen 
with care, fully briefed and 
then given their head. The 
results have been notable. The 
pack and the cards of the 
“House of Cards” game were 
designed by Charles Eames ; the 
carton design of “Sum-It” was by 
Pat Tilley, of Artist Partners 
Ltd. ; the “Bantu” and “Tonga” 
packs were designed by K. 
Brend, while that for “Slam-Pan”™ 
was by Edwin Galligan. 

* * *” 

AN UNUSUAL display of apt 
seasonal appeal has been pro- 
duced for the Malteser people by 
Trapinex Ltd. A letterpress pro- 
duction, the main display is in 
two colours, and the crowner 
was produced from four colour 
half-ttone blocks plus one line 
block. The unusual feature of 
this display is that the crowner is 
interchangeable, and although the 
accompanying photograph shows 
a cricketing scene, Trapinex Ltd. 
have also produced one relating 
to football, so that the display 
can be used at any season of the ff; WAL. —sSimaresitns * 
year merely by changing the ASS EE eee 
crowner. 

* * * 

By MEANS of a set of cards 
provided with the unit, dealers 
are given the opportunity of 


making a topical display with : , : 
the mew cut-out. for Maeen Loree displays can be arranged 


me , 71 j w Ediswan 
Mazda valves and television >» dealers a new Ec 
tubes. azda unit. 


The cards show the most 
popular BBC television pro- 
grammes (in the London area 
additional half-size cards are 
provided, showing ITA _ pro- 
grammes at the same time), and 
they slide into slots behind the 
“screen” aperture ; appropriate 
programmes for each day can be 
slipped into position by the 
dealer. Further cards will be 
issued from time to time as new 
programmes become popular, 
but dealers can easily prepare 
their own cards to feature items 
of particular loca! interest if they 
so desire. 

The displays are gaily pro- 
duced in the Ediswan house 
colours—red, blue and_ black 
with black on white programme 
cards for legibility. The design 


The theme of the Malteser dis- 
play can be changed with the 
seasons. 


Quantities of this sports display 
and production was by Hugh unit have been ordered by John 
White Artists, in collaboration Jaques & Sons from the designers 
with Ediswan publicity depart- and manufacturers — Victoria 
ment. Plastics & Designs Lid. 
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for complete coverage of the 


prosperous South East 


Counties : = 


SOUTH 
COAST 
GROUP 


CIRCULATION NOW 


162,581 ... 


FLAT RATE 
65/- pep S/C IN. 


LENNOX HOUSE, 
NORFOLK STREET, SOUTH COAST GROUP 
LONDON, W.C.2 ELEVEN INFLUENTIAL NEWSPAPERS 

Temple Bar 6590 


Joint Managers: C. Cassy & S. H. Roberts. 


eer 
Fuss Gorreses pA & sae semen : 
i Seer n bcoala beers 
fos ==. 
Hasting, RIOT OF Colour 
HASTINGS & St. Leo, 
ae 
S} Eas . a 
Saffrong's E a 
a Week 4 aaa So 
Eess2 ..WORTHING HERALD iad 
Ps Fy BE THINGS YOU SEE IN 4 wEAT © | 
(AS EE — 0 
EASTBOURNE 
=a Le 
a= rant Seri 
" ¢, yt pe 
(| _ a = 2 Go Te —— — ZB 
— 7] eA\ we 
"gs aS , osnts 
a eal pil ne _ S) 
' & Be < ards ott 
<< se Cu: 
ees ry As of Kf S fe 
Se IS Zee, CO = ey & Kv» 
Soret: x wr , & + ld 29 
a co - & Meta 
a al Me ASG SY) SS sx 
SF A Ply V/IL, 
D > ra Dt 
LS sv ° .> “4 ty 
ee ed 
¥ oo a J 
og = a 
eC : 


ADVERTISER'S WEEKLY 


.-. with 
Presburys 


Cinema and 


TV Films 


® in the cinema 


Presburys produce all types of advertising films— 
in live action, cartoon or puppetry. Their 
distribution service includes many of the leading 
“‘Independents’’. 


e on the TV sereen 


Presburys have created some of the most 
original and exciting ‘commercials’ for this new 
advertising medium. Many leading advertisers 
and agents now place their TV productions 
with Presburys. 


consult... 


for preference 


Member of the Screen Advertising 
Association and of the Association of 
Specialised Film Producers. 


S. PRESBURY & CO LTD. 
Head Office : Gloucester House, 19 Charing Cross Road 
London, W.C.2. Telephone : WHItehall 3601. 
Studios : Twickenham Studios, The Barons St. Margarets, 
Twickenham, Middlesex, Telephone: POPesgrove 9063. 
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An ad film to gild an 


afternoon’s shopping 


ITTING in the comfort of 
a private cinema with a 
sherry in one hand and a 
potato crisp in the other is not 
reckoned the right way to 
appraise the worth of a music- 
hall sketch but “Emney’s Elec- 
trical Enterprise” strikes one as 
altogether first class. 

It has its roots in old time 
music-hall burlesque, and if in the 
film medium it no longer tends 

| to send audiences rolling in the 
aisles, it will still gild an after- 
noon’s shopping for a _ large 
section of the public. The Elec- 
trical Development Association 
people have, in fact, scored a 
winning hit for the electric immer- 
sion heater without raising a tech- 
nical point or once filling the 
screen with the earnest face of a 
salesman. 


Value of polish 


As a production, Cecil Musk 
(in association with the Film Pro- 
ducers’ Guild) has turned in more 
polished films—but with a dia- 
mond so uncut as Fred Emney, 
polish does not count for so 
very much. Enough pointed dia- 
logue was given to him by Harold 
| Purcell to satisfy a 22-minute 
| film that will live longer than 
| many of the more ambitious type. 
| While the public may, however, 
continue to live in blissful ignor- 

ance of its water heating prob- 


| 


By PAUL NUGAT 


lems, the EDA have no intention 
of letting their own sales staff do 
the same. 

Produced in Eastmancolour 
by Talkiestrips Ltd., “The Need 
For Knowledge, No. 1,” makes 
an excellent aid in a sales training 
course designed to help staff 
evaluate customer requirements. 
The running time is 13 minutes. 
Some of the drawings by Bob 
Godfrey and Geoff Hale could 
well be framed and hung in 
showrooms. 


Calling for more 


In the absence of statistical 
proof about the efficiency of 
screen advertising, nothing is 
more reassuring to the producer 
than the client’s request for the 
repetition of a formula. A cur- 
rent example of this is the latest 
batch of three one-minute East- 
mancolour films for Babycham. 

Again, we have that winsome 
chamois clattering about on 
gramophone discs, chasing butter- 
flies and playing on a pin-table 
as a prelude to a final live action 
scene with the sparkling drink. 

The Nestlé organisation have 
come out with a new film, “The 
Cream of the Party,” in mouth- 
watering Eastmancolour, with a 
running time of one minute. 

The Palmolive series of four 
one-minuters are really distin- 
guished—chiefly on account of 

@ Continued on page 66 


A scene from one of the serio-comic “Hog Family” Technicolor 
| filmlets, issued by the Shell-Mex people, which are being shown as 
part of the campaign to cut down the rate of road accidents. 
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Clifford Bloxham & Partners Ltd 
Media Planning, Space Buying 
and Accounts Departments 
are now at 
Gwydir Chambers (Fifth floor) 
104 High Holborn, W.C.1. 


Telephone: HOLborn 9546-9 


-A new floor is now being built on top of their present premises 
at Lion House and will provide 50°, more space. Until these new 
offices are ready this temporary extra space has had to be taken. 
If you have business with the out-posted departments please 
go to the above address—it’s opposite the Old Holborn Empire. 
All other departments will continue to function from Headquarters : 


Lion House, Red Lion Street, W.C.1. 
Telephone: GHAncery 6341 (10 lines) 
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66 


a group of nine 


influential newspapers 


A.B.C,. 


120.911 


NET SALES 


Associated Kent Newspapers Ltd. 
LONDON: E.W. PLAYER LTD., 30, FLEET ST, EC4. 


chrome by 


Editorial 
Publicity 


By D. K. Winslow. Deals with 
the presentation of news and 
articles for the trade and 
technical press, and the use of 
editorial columns generally as a 
means of keeping the name 

of a company or product 
before the public. 

From booksellers, 8/6 net. 


Pitman 
Parker St., Kingsway, London, WC2 


FIRST PLACE 


in the recent African Film Festival (African Development 
Class) held at Mogadishu, 
awarded to “Power for Uganda’’ sponsored by the 
Uganda Electricity Board and main contractors on the 
construction scheme. It was produced in 16mm Koda- 


Limited 
470 GREEN LANES, LONDON, N.13 


ws Felephone ' Palmers Green 1003 and 7440 _ i} 


British Somaliland, was 


AVE NUE 


»E.C4 


EST 
ERS, TEMPLE 


™™7 


Signs of THE ZODIAC 


x k* kk *® 


If you were born between january 
Ist. and December 3Ist. your luck 
is in if you consult :-— 


The 
ZODIAC SIGN CO. LTD. 


about your sign needs especially 
if you are thinking about 


EDGELIT PLASTICS * 
NEON WINDOW UNITS 4 
SILK SCREENED SIGNS 4 


32, VALE ROAD, 
BUSHEY, HERTFORDSHIRE. 
WATFORD 4509. 
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Bacon gets full treatment 


in current ad films 


ss 
Produced by the DN 
Gaumont — British > 
Specialised Film 0 
Unit, a 20-minute i 
documen- iy 
tary, “Grip On “eg 
The Nation,” has By , 
been sponsored by = 
the British Rheuw & 
matic Association, 
to show how 
sufferers may be 
helped. 
their high quality production 
technique which is allied to a 


story of a model's career. 

A really major effort has been 
made by the Bacon Information 
Council to make the product 
thought of as a main course dish 
for lunch. 

With the help of a team of 
well-known artistes J. Arthur 
Rank Screen Services Ltd. are 
giving bacon the full treatment, 
using all their media—*Shop,” 
and  filmlets simul- 
taneously—for the first time on 
behalf of any client. 


Propaganda for bacon 


Blanket coverage in one con- 
certed campaign cannot fail to 
win adherents for bacon, even if 
the more orthodox meat dishes 
hold their popularity in home and 
restaurant. The Bacon Informa- 
tion Council might do worse 
than borrow the recently over- 
heard description of the Nigerian 
servant which rated a_ bacon 
rasher as a thin pork chop. 

In greeting the number 
edition of “Shop,” 
does a neat 


one 
Hazel Court 
commere job for 
Fyffes bananas and Lyons 
Pastry Mix. But “Shop” will 
need some restyling to make it 
seem significantly different from 
“Tips.” 

In no uncertain fashion 
Richard Thomas & Baldwins Ltd. 
show that creative thinking can 
make first-rate entertainment out 
of industrial material. Each 
item in Ingot Pictorial No. 25 
merits the cinema distribution this 
cine magazine gets. 

First, there is an item of toy 
making from steel sheet as seen 
through the wondering eye (and 
destructive hand) of a little girl. 
Second, a rail trip up the moun- 


tain near Ebbw Vale to fetch 
limestone for the furnaces, fol- 
lowed by a visit of an Ebbw 


Vale employee on an exchange 
trip to a steel works in Germany. 
Finally, a hilarious and effective 
story of a Cockney “any old iron” 
collector's role in the scrap drive. 

The running time is 20 minutes 
and production was by Verity 


| Films Ltd. 


A new departure for RTB is 
the first of a series of colour car- 
toon films to further their sales 
of branded corrugated sheet steel. 
This one minute advertising film, 
produced by Larkins Studios, 1s 
full of punch and humour and 
should make a strong impact in 
the West African territories, for 
which it was designed. 

Several years of planning and 
production by the Gas Council 
have resulted in no less than 14 
films, supplemented by film strips 
and wall charts. The total 
amounts to an important addi- 
tion to their educational film 
library. covering gas manufac- 
ture, distribution and utilisation. 

The key to the series is “Gas 
In Everyday Life”’—a 17-minute 
survey of the industry, which the 
other 13 films deal with in greater 
detail, in addition to other 
material. Domestic science 
classes, technical colleges, and 
apprentices taking part-time 
studies are all catered for in films 
ranging from how the gas meter 
works to the continuous vertical 
retort 


At one time the top of this post 
in the Fens was flush with the 


ground, but to-day 12 feet are 
exposed—a scene from the Shell- 
Mex and BP Ltd.'s “Scrapbook 
No. 7,” illustrating reclamation. 
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S wonderful... 


.. winning a 

Layton Award, 

particularly wonderful 
because this is the 

first time we’ ve entered. 

It pleases us almost as much 
as the high and 

consistent sales this 
campaign won in a most 


competitive market. 


Richard Hudnut 
shampoo with egg 


« egg that makes 


Senswete ' ee Honours for TV too : 


hes, revitalise. 


the shining beauty 


“ The Richard Hudnut Egg 
aking it lustrous, healthy, silky Se : x 

. es Shampoo 30 second commercial 
lissfully clean Economy Flask 3/ild ; 


has been awarded top 


four-star rating by the 


Commercial Television News 


Armstrong-Warden Lid., 

who have associates all over the world, 
ure fully equipped in both 

Marketing and Advertising. In ¢ very 
department there is a carefully 

selected team of enthusiastic specialists. 


Armstrong-Warden Ltd Armward House, 69 New Oxford Street, London, W.C.1 


Incorporated Practitioners in Advertising 
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THIS WAS A CARLTON PHOTOGRAPH 


There's something about a pape .. 


NATIONAL PRESS ADVERTISEMENT 


AGENCY: J. Walter Thompson Company, Ltd. 


ART DIRECTION: Percy Chuter oe 


wuss CUT GOLDEN BAR 
ADVERTISER: W.D.& H. O. Wills ro ; 
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French printing 
theme for fifth 
‘Caractere Noel’ 


To obtain an exhilarating, if at 
times slightly bewildering, view 
of the latest in French graphic 
art, the latest edition of Carac- 
tere Noél,* now available in this 
country, can be strongly recom- 
mended. 

This magnificently printed and 
designed annual is becoming one 
of the institutions of the inter- 
national graphic arts. It is the 
production of the fertile mind of 
Maximilien Vox, who is, at one 
and the same time, an artist, 
writer, designer, typographer, 
translator and publicist. 

Each year Caractére Noél is 
devoted to a particular aspect of 
the graphic arts. The first annual 
in 1951 covered publicity; in 
1952 the book; in 1953 typo- 
graphy and in 1954 photography. 
This year’s subject is much wider, 
and concerns art in French 
printing. 

More than 100 collaborators 
and contributors have worked 
together to show the best in 
French printing, paper, engraving, 
press work, inks and in all types 
of process. 

Basic pictorial theme running 
through the volume is very Gallic. 
It is the human form divine—or 
to be more precise, the female 
form. 

There is an exceptionally wide 
variety of talent, ranging from 
the greatest of French artists to 
the publicity artists of to-day, 
and anybody who wishes to be 
au fait with French reproductive 
art should possess a copy of this 
book, 

Anybody who wishes to see 
French printing at its best should 
do the same. 

The reader should not expect 
a careful, simple piece of typo- 
graphic work. That would 
detract from the colour and verve 
of the subject matter. At first, 
perhaps, the cautious Anglo- 
Saxon might be rather shaken by 
the mass of remarkable material, 
but study and thought will bring 
the whole thing into focus, and 
the volume will be seen to be a 
remarkable piéce de resistance. 

ed 

*Caractére Noél, obtainable from the 


British agents, Sylvan Press, 24 Museum 
Street, London, W.C.1, at £4 10s, 


Leicester managers 
hear Linofilm talk 


Some 30 managers and over- 
seers listened to a recording of 
the voice of Louis Rossetto, in- 
ventor of the Linofilm photo- 
composing machine, at a recent 
meeting of the Leicester centre of 
the Printing Managers and Over- 
seers Association. 

Blackboard-sized diagrams of 
various components of the Lino- 
film were exhibited while the re- 
cording was being played, to 
clarify some of the points made. 
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THE GRAPHIC ARTS 
—a weekly news survey 


“Caractére Noél”’ 


Layout medals 
presented at 


BFMP lunch 


At the quarterly luncheon of 
the council of the British Federa- 
tion of Master Printers, the 
president, Hamish A. MacLehose, 
presented the premier awards to 
the winners of this year’s Gold 
Medal Layout Competition. 

Before making the presenta- 
tions, Mr. MacLehose welcomed 
the board of examiners and con- 
gratulated them on “another 
highly successful competition.” 

He then presented the Gold 
Medal—the premier award in 
Class I for those over 21—to 
Raymond Dorey, a display com- 
positor on the Bournemouth 
Daily Echo. Mr. Dorey was 
accompanied at the luncheon by 
Douglas A. Gleave, manager of 
the Daily Echo, and C. F. Carr, 
general manager of Southern 
Newspapers Ltd. 

Presenting the Silver Medal-- 
for the best design in Class II for 
the under 21’s—to Michael Miles, 
a student, Mr. MacLehose said 
that Mr. Miles’ entry had also 
been highly commended in 
Class I. 

Bookings for a display of 80 
selected winning entries in this 
year’s competition have been 
made by nearly 40 printing 
schools in all parts of the country. 


Linotype reprint 


type-face data 


A new edition has been printed 
of Linotype’s Copy-Fitting Tables 
booklet. The reprint was neces- 
sary to replenish stocks, but ad- 
vantage has been taken of the 
opportunity to add calculating 
data of recent additions to Lino- 
type’s repertoire of type faces. 
The additions include Claritas, 
Jubilee and Pilgrim. 


PATRA SHOWS 
IN DUBLIN, 
BELFAST 


The Printing, Packaging and 
Allied Trades Research Associa- 
tion is staging a one-day exhibi- 
tion in Dublin and in Belfast next 
month. The exhibition will be 
shown at the Technical Institute, 
Bolton Street, Dublin, on Mon- 
day, May 7, and at the YMCA 
Minor Hall, 12 Wellington Place, 
Belfast, on Thursday, May 10. 

At each centre an evening talk 
will be given by a member of 
Patra’s staff on the work of the 
association. This will be fol- 
lowed by a general discussion on 
printing problems. 

The purpose of the exhibition 
is to show what Patra is doing. 
and has done, for the printing 
trade. It will be divided into 
three main sections—research, 
enquiries and _ information. 
Several items of research equip- 
ment will be on display together 
with examples of typical prob- 
lems dealt with by Patra’s enquiry 
department. 

In both Dublin and Belfast the 
exhibition will open at 10.30 a.m. 
closing at 9.30 p.m., the evening 
lecture being timed for 7.45 p.m. 
The speaker in Dublin will be 
Patra’s information officer, Dr. 
G. Macdougall, and the session 
will be under the chairmanship 
of G. E. Hetherington of Hely’s 
Ltd., Dublin. 

G. W. Soundy, Patra’s techno- 
logical officer, will speak in 
Belfast. the session being under 
the chairmanship of A. J. Barring- 
ton Orr of McCaw, Stevenson & 
Orr Ltd., Belfast. 


The thousandth Glockner Automatic 
Cylinder Press—above—to be _in- 
stalled by Frank F. Perschke Lid. 
has been purchased by the Eclipse 
Office Supplies Co., Ltd., Birming- 
ham, a_ firm of commercial 
stationers. Eclipse were concerned 
solely with the sale of commercial 
stationery until last July, when a 
printing department was established 
with a modern platen and two old 
hand-fed machines. The Glockner 
has now replaced the old presses. 
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@ Continued from page 5 


Layton Awards 
Exhibition 


agency and by a relatively small 
one, 

As president of the Advertis 
ing Association, he gave its 
warmest thanks eo i & ; 
Layton, Ltd. “for their public 
spirit and enterprise in assisting 
the great industry of advertising.” 

Lord Luke was thanked by 
George Dunbar, managing direc 
tor of Layton’s. 

The Awards were presented to 
winners—reported last week—by 
Mrs. E. Noel Layton at a lun- 
cheon at the Dorchester Hotel, 
following the opening of the ex- 
hibition. . 

Proposing a toast to C. and E. 
Layton, Ltd., Lord Luke said the 
winning entries spoke for them- 
selves—they were a tribute to the 
organisers of the event. The 
toast, he said, should have been 
phrased: “Let us drink to the 
greatest contribution to British 
advertising.” 

It was appropriate that the 
competition should be run by one 
of the oldest firms of its kind 
about 120 years old, he had heard 

and the biggest typesetting 
house in the world. 


Efficiency, quality 


Lord Luke said there were two 
points he would like to stress: 
the importance of quality and 
high standards in advertising; and 
the need for efficiency and 
economy in the services to adver- 
tising. Practised together, these 
two safeguards could rebut 
criticism and provide a vital con- 
tribution to the national 
economy. 

Faced with calls for curtail- 
ment of expenditure, people were 
going to become more dis 
criminating in their buying 
habits. Advertising could help 
by giving them value for money. 

Responding, George Dunbar, 
managing director of Layton’s, 
referred to the increase in entries 
from about 700 to 1,200. He said 
this encouraged them to think 
they were doing something appre- 
ciated by the advertising business. 

Brian MacCabe, chairman, 
Advertising Association Confer- 
ence Committee, toasted the 
judges who had “achieved the im- 
possible- -agreement in the field 
of art.” He said the winning 
entries were magnificent. 

For the judges, T. G. Moore, 
of the Newspaper Society, said 
everyone in the business was in- 
terested in the improvement of 
advertising technique. It was 
gratifying to note that despite TV, 
press advertising was not being 
neglected. 

The standard of entries was 
higher than in the previous year 
and this was a great credit to 
British advertising. 

Mr. Moore thanked Peter 
Knight (secretary to the judging 
panel) and E. J. Smith, of 
Layton’s, fof the way the event 
had been organised. 
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WEARS of experience lie behind 
the new direct mail agency formed 
by Robb Holland. Before the war 
he sold direct mail for Mears & 
Caldwell ; after it, he joined Martin 
Perry to form the Direct Mail 
Centre, of which he was general 
manager. Five years later he 
moved to Simmonds Postal Pub- 
licity, of which he was a director, 
before going to Chadwick-Latz as 
an associate director for 18 months. 

Mr. Holland believes that too 
many direct mail houses regard 
their job merely as a production 
and dispatching service. He holds, 
not merely that the emphasis of 
direct mail must be on advertising, 
but that advertising must be planned 
as part of the total advertising cam- 
paign. 

He also thinks that there is often 
a great deal of waste circulation 
that could be eliminated—a_ very 
important consideration in these 
days of ever-rising prices. 


Back-room boy 


A SPORTS back-room boy of no 
mean order is Francis Thorne, who 


recently joined Chase Protected 
Cultivation, Ltd. Middlesex, as 
senior publicity sales promotion 


executive. 


YEARS OF DIRECT MAIL EXPERIENCE 


Well known in the sports world 
as a writer and lecturer on nutrition 
and physical fitness, he has advised 
nearly 10,000 athletes, including 
many stars. He is at present train 
ing Angela Buxton, the Wightman 
Cup player, and, in the sphere of 
football, Liverpool FC are working 
to his specially devised schedules. 

When, for a number of years, he 
was with Crookes Laboratories he 
built up an excellent reputation for 
his work in such special spheres as 
the sports world, schools and youth 
and women’s organisations 


* * * 


A WEEK after he announced the 
setting up of his own, public rela- 
tions firm, Hugh Samson yesterday 
(Thursday) gave a 15-minute talk in 
the BBC Home Service. Under the 
title, “Farewell to Laikipia,” he 
told the story of the London Zoo's 
only African elephant, Dicksi, whom 
he knew 12 years ago in Kenya. 

Mr. Samson’s first true animal 
story was a newspaper feature 
article in 1947 (later published in 
a book of the year’s outstanding 
press stories) describing the plight 
of farm stock during the winter's 
disastrous flooding of the River 
Trent. 


* ADVERTISING MANAGER’S CORNER j 


The FINAL Word 


When it’s all over bar the shouting, that’s the 


time to be on your toes. Your Press advertising 


may have got past all your customers’ defences, 


a well-timed mailing shot may have brought you 


in sight of the goal. But you can still miss your 
chance if you forget to use your head. Unless you 
know enough to put a real kick into your point- 
of-sales appeal you'd better pass the job over to 
Harris. With forty-three years of experience in the 


game, he’s naturally in a better position to score. 


distinctive showcards, clever cut-outs by 


HARRIS 


EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel.: REGent 3295-6-7 


THE FIRM WITH 


4mong the passengers who sailed in the “Empress of Britain” 


maiden 


27. 1956 


on her 


voyage to Canada were Robert Freeman and Mrs. Freeman, here 
heing welcomed aboard by the chief purser, F. 


C. Talbert. For Mr. 


Freeman, of the Robert Freeman Co. Lid., this was his eighth maiden 


voyage. 


Previous ones include the 


“Queen Elizabeth,” the “Empress of 


Australia,’ and the homeward maiden crossing of the previous ‘Empress 


of Britain.” 
to over 100. 


The present voyage brings his number of Atlantic crossings 
Mr. Freeman is journeying to Montreal for the opening of 


a new branch of Pemberton, Freeman, Bennett & Milne. 


The versatile 
president 
A FTER being its honorary secretary 
for six years, J. Bruce Omand has 
been elected president, 1956-58, of 


the Morrisonian Club, the Old 
Boys’ Association of Morrison's 
Academy, Crieff, Perthshire. Mr. 
Omand left 
Morrison's in 
1935 to join 


Somerville & 
Milne, Ltd., 
the Glasgow 
agency, of 
which he has 
been a direc- 
tor since 1948. 
Among vari- 
ous other 
activities, he is 
a member of 
the Master 
Court of 
Coopers in the 
Trades House 
of Glasgow, a vice-president elect 
of the Glasgow branch of the In- 
corporated Sales Managers’ Asso- 
ciation, and the honorary education 
officer of the Institute of Practitioners 
in Advertising’s Scottish branch. 


* * * 


A FEW weeks ago I described how 
a certain “Wazir el Hussein,” who 
opened a bazaar in North Weald, 
turned out to be John M. Ridley, 
advertising and publicity manager 
of Grundig (Great Britain) Ltd., the 
tape recorder people. 

Recently the “Wazir” reappeared 

-in the “I’ve got a secret’ com- 
mercial TV panel game. He again 
wore his oriental robes and beard, 
but this time his interpreter (Ted 
Allbeury, of E. Walter George) was 
in “civvies.” 

The secret was “I speak perfect 
English,’ but it wasn’t guessed until 
it had won “Wazir”’ Ridley £4. 


* * 7 


"Twice a year—once at Christmas 
and once about now—I betake my- 
self to the Hotel de Paris at Bray- 
on-Thames as the guest of the 
Berks and Bucks Publicity Associa- 
tion; and I never fai] to have a 
most enjoyable time. 

Last Friday’s annual dinner-dance 
was no exception. There were about 


100 of us, including a strong con- 
tingent from London. My table 
included Eric A. Hubble, the club's 
chairman: Miss Mary Messer (vice- 
chairman), that indefatigable worker 
to whom the success of the event 
was mainly due; and Andrew Milne 
and Commander Alan Robertson- 
Macdonald, those genial sparring 
partners, who are even better com- 
pany together than separately. 

These two had a few words to 
say before the tombola, in which. 
alas, I drew a large number of 
blanks while other people walked 
off with the bottles of wine and 
other winnings. 

Apart from that, the only speech 
consisted of a few words of welcome 
from the president, J. R. Gales. 

A first-rate evening. What a pity 
that one or two Club stalwarts, like 
John Derry and D. Courtney 
Embley, were not able to be present 


Charming gesture 


SS WEET and fresh in a plastic 
cover decorated with a gilt bow, a 
luvverly bunch, not of coconuts, but 
of primroses, arrived om my desk 
the other day. 

It contained a little card which 
referred to Primrose Day, disclaimed 
any political significance, and con- 
veyed the good wishes of Alfred 
Bates & Sons, Ltd. 

A charming gesture! I cordially 
reciprocate the good wishes. 


CONTACT 


WEEK'S WISECRACK 


a“ 


‘. ees LT 
“ Carruthers, get me a 
heavyweight. I want to take 
space on the soles of his 
boxing boots.” 


a 
Pe 70 Apri. , 
eS Y. a er ee 7 )6 Cc; eo 
/ wid o ij -~ * & a 5 by : Mi . “te $ 
 JHha hy} ‘* cS _- = bes. a ; 
’ Aa | j ; ~~ = i) eel? : a The a J % 
ete y q +: . : a -. ’ 
i sam ? ae +5 ‘ , | - 5a a ee Bs 
Et or dak  & . ~ Fi i OO - 4] p 
cae a. ee geen 
PT Face’ eee wy 
~~. aa pz « aS 
: ais — \ 
Re 
Tri“ twr™—CCisCOS 
Pe J] F 
_ a | 
_ 
Pe 
ee : 
pe 
ee 
Pe 
ee 
ee 
Pe 
‘ 7 
Ge.% 
a ay) 
Pl - 
\7 | “Qe 
| ee 


Aprit 27, 1956 


2 SOLICITED TESTIMONIAL IN THE INTEREST 
OF FINDING OUT THE FACTS 


for Mustard... 


PROBLEM 


Think of Mustard and you think of Colman’s. And when a 
product-name has become a household word it is not so easy to 
persuade Retailers to give it prominent Display. They know it will 
be asked for anyhow, but they forget that customers also forget 
unless they’re reminded. 


Reckitt & Colman of Norwich faced us with such a problem 
when they asked us to design a Display which a Retailer could 
hardly resist using. 


The main points of the problem, then, were these. 
The Display had to be :— 
Something novel. 
Something that would titillate the Retailer's fancy. 


Something not too large, in order to gain wide 
acceptance. 


Something cheap because of the quantity required 
and 


Something easy to erect and suitable for window or 
counter. 


We thought of occasions when appetites might be at their 
liveliest and atmosphere congenial. Eating out? Ah! A table, 
a menu, a gay table cloth—and a tin of mustard to give reality and 
so sell the product. 


988 
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BS PROBLEM...SOLUTION...RESULTS! 
: Well! That’s our programme. May we give 
you, too, a star spot? Just ring EUSton 5351 
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SOLUTION 


You can see the answer in the picture —except for the glad-eye 
colourings. The unit stood only 12 inches high, 7 inches in depth 
and 10 inches wide. It was cheap to make, simple to assemble 
without any glueing. 

The red and white tablecloth, the free-drawn iron legs to the 
table, the inviting menu, a plate, knife and fork all created an 
atmosphere of invitation and spelt ‘evening out’. It was fun and— 
most important of all — different. 


RESULTS 


Mr. R. A. DEHN, of Reckitt & Colman, writes:— “ Display 
material, however brilliant, seldom influences the sales graph of 
established products overnight, nor was this piece expected to do 
so, but it did achieve a better showing than the standard flat card, 
however pretty the picture. By encouraging the retailer to display 
Mustard it not only justified itself as an invitation to display, but 
increased the value of the contemporaneous campaigns in press and 
cinema. The Company were satisfied that it strengthened the last 


_ important link in the marketing chain which leads directly to the 


housewife’s purchase.” 


SI 


LEON GOODMAN DISPLAYS LTD 


HOUSE OF IDEAS - 119-125 WHITFIELD STREET - LONDON - W1 - EUSTON 8351 
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In Manchester 
the direction is 
towards the 
EVENING 
CHRONICLE 


160,000 new readers in 
three years . . . including 
over 75,000 in the past 


readers every day. 

Without the Evening Chronic e 
you miss this tremendous 
section of Greater Manchester's 
population. 


You can’t cover 
Manchester 
without the 
EVENING 
CHRONICLE 


i 


wv 
$4 
. 


March 1956 net sale 
over 300,000 


646,824 sale 


in four issues 


Practical Householder, the 
“do-it-yourself” monthly published 
by the Newnes Practical Group, 
achieved an audited -net sale of 
646,824 in the first four issues. This 
figure is announced in a_ folder 
despatched this week to advertisers 
and agents throughout the country. 
The folder also contains selections 
from recent testimonials paying 
tribute to the effect on sales pro- 
duced by advertisements in the 
journal. 


new 


* * 

The second edition of Mayflower 
Mail is to be published next month. 
The magazine, which is in news- 
paper format, was first published 
in January. The first edition cost 
ls. per copy, but a spokesman of 
Lowe Charlton & Associates, the 
publishers, states that it is hoped to 
sell the second edition at 6d. The 


print order is 150,000. Advertise- 
ment rates are: full page, £120; 
half-page, £80. 

* * * 


The Spring issue of Man About 
Town, published by Tailor & Cutter 
Ltd. at 2s. 6d. is now on sale. The 
magazine contains a wide variety of 
articles, including a short story by 
Somerset Maugham. There is also 
a competition for readers in which 
they can win a Savile Row suit with 
all accessories. Man About Town 
is edited by John Taylor. 

+ + 


received 
George’s Day) a 


Advertisers and agents 
on Monday (St. 


box enclosing a red rose—to com- 
memorate St. George's Day 
together with an issue of Every- 


body’s containing the first of eight 
instalments of Sir Winston 
Churchill’s History of the English- 
Speaking Peoples. They were sent 
with the compliments of A. W. 
Burnett, advertisement director. 

* * 

The Autocar (Associated Iliffe) 
will publish a special Spring and 
Touring Number this week. 

* * * 

The two issues of Woman's 
Weekly dated May 5 and 12 will 
each include a 16-page knitting 
book. The first issue will include 
“Knitting With Personality’ and the 
second “Woman's Weekly Knitting 


Book, 1956." Both issues will be 
advertised in nearly 1,000 news- 
papers. 


” * 

Publication day of the fortnightly 

mn has been brought for- 
ward from alternate Wednesdays to 
alternate Tuesdays. 

* * * 

Amateur Photographer (Asso- 
ciated Iliffe) is to publish its first 
post-war — — Guide Num- 
ber on —* 

* 

Price of the Meat Trades Journal 
has been raised from 6d. to 9d. 
weekly, “because of increased pro- 
duction costs arising from the dis- 
pute in the printing trade,” say the 
owners. 

Pa 


* * 

Next week's Picturegoer will con- 
tain the second of the three “100 
Top Stars of To-day” supplements. 

a” * * 


A fashion offer for a cut-out 
summer dress in flower-print cotton 
will be made in Woman next week. 


Woman and Home is on sale with 


issue dated April/May—front cover 
above. Advertising in the national 
press and by double-crown posters 
are being used. The price is 
increased to 1s. 3d. with this issue. 
* * * 

Mechanical Handling (Associated 
lliffe) will cover the fifth Mech- 
anical Handling Exhibition and 
Convention with two _— special 
numbers, the May Exhibition Pre- 
view and the June Exhibition 
Report. The Preview number will 
contain a full list of exhibitors, a 
plan of the Exhibition, and details 
of times and subjects to be dis- 
cussed at the convention. 


* 
With effect from the May issue, 
price of Model Railway Constructor 


will be increased from Is. 3d. to 
Is. 6d. 

Pages increased 
The May issue of Trout & 


Salmon will be enlarged by cight 

pages. It will include a six-page 

section of reports and prospects for 

the principal waters. 
* * ” 

Woman’s Journal has re-appeared 
with the issue dated April/May. It 
includes another 16-page Home 
Supplement, with eight of the pages 
in full colour. Double-crown posters 
support the issue 

* * 

The second issue of ~ Engi- 
neering, the new Temple Press 
monthly journal. will be published 
on Monday, May 7. It will include 
a preview of the Physical Society 
Exhibition, to be held at the New 
+ ccocneien Hall from May 14 to 
17. 


* * * 
Angling Times is to increase its 
price from 4d. to 6d. with its issue 


next week. This will enable the 
paper to be enlarged to 16 pages. 
* + * 


Round Walks in the Home <- ge 
ties is the title of a mew book « 
20 walks by “Fieldfare” of the 
Evening ae. - sells at 2s. 6d. 


x 
The Daily Mail Motoring and 
Motorcycling Guides for 1956 will 
be published in mid-May. Each 
book will contain illustrated reviews 
of the current British and foreign 
machines. Each of 128 pages, they 
will sell at 2s. 6d. 
* * om 
Electrical Press Ltd. has taken 
over the publication and distribu- 
tion of Mechanics. No format 
changes are envisaged at this stage. 
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We Hear 


“TV Times” have sent a reprint 
of their advertisement in last week's 
ADVERTISER'S WEEKLY to adver- 
tisers and agents. It gives details of 
the doubling of the weekly’s sale 
since it was launched to the present 
figure of 720,000. 

= * * 

“A Story in Colour,” the British 
Colour Council exhibition marking 
25 years of colour service announced 
to open on May 8 has been post- 
poned to the week of September 24 
when a conference on colour will 
also take place. Further details will 
be announced later. 

* * * 

Stanley Schofield Productions Ltd 
have again extended their premises 
in Bond Street. As a result their 
theatre is available for outside 
bookings. 

+ * * 

This year’s Horse and Hound 
Ball, at Grosvenor House, raised 
£985 12s. Sd. for the Olympic Games 
Equestrian Fund. 


Telex installed 


The installation of Telex facilities 
has been completed at Temple Press 
to enable closer contact to be main- 
tained by day and night between 
editorial departments and thei: 
correspondents throughout the 
world, and also between the adver- 
tisement department and advertisers 
subscribing to the Telex network. 

*x * *x 

A 20-minute colour film has been 
made by the Kenwood Manufac- 
turing Co. Ltd. for training demon- 
Strators in the 52 overseas countries 
to which the Kenwood Chef food 
mixer is exported. 

* * * 

Great Yarmouth will continue to 
spend the product of a 3d. rate on 
advertising the town as a holiday 
resort. The local publicity associa- 
tion will collect as much moncy as 
possible for additional special adver- 
tising. 

* - * 

The first issue has been published 

of Ruberoid Round and About by 


the Ruberoid Co. Ltd., for circula- 
tion to their stockists throughout 
the UK. 


Fishing prizes 


The Evening Standard is to offer 
this summer £10 voucher prizes cach 
week for the best specimen fish 
caught from seaside towns specified 
in the competition. In addition a 
£50 prize is offered for the best 
catch of the season. 

+ * 

Andrea, of Maison Basque, Dover 
Street, W., has appointed Guy Pres- 
ton of World Contact to be public 
relations adviser to the restaurant. 

* * * 

With effect from the Spring issue 
of Goodyear Agricultural News, the 
size has been increased to bring it 
into line with the rest of the range 
of Goodyear publications. 

* * * 

Editorial Services Lid. have been 
appointed public relations advisers 
to British Timken Ltd., manufac- 
turers of tapered roller bearings. 

* * * 

Temple Press's Outpacing the Sun 
is now on sale, price 2s. 6d. It 
tells the story of the recent airspeed 
record-breaking feat of the Fairey 
Delta. 
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sECURES 


Given a good product, Case 1. From nil to 11% 
house-to-house sampling 
secures a marked increase SAMPLE: A free sample, accompanied by a coupon 
in sales— always redeemable as part cost of the purchase of a normal sized tin 


AREA: A district where there was no previous sale of the 
product 


PRODUCT: A canned food product 


From the mass of evidence sup- 
porting this claim which we have 
accumulated over a period of RESULTS: 
years, here is one case. 


Pre-distribution Sales pattern Sales pattern 
We can undertake the distribution Sales Pattern 2 weeks after 8 weeks after 


Sampling Sampling 
of samples and circulars to all rer ; 
houses in towns throughout the — 2.5% 
country. The minimum we can BRAND 
accept is 10,000—our maximum BRAND 


capacity approximately 6,000,000 BRAND 
SAMPLED 

per week. We have a regularly None bought 

employed field staff of some 4,000 ws og 

personnel and an exceedingly effi- 

cient system of supervision. The 

normal cost of distribution per 


household is less than one penny. 


we—ONNN 


Duplication 5% $% 


Findings of an independent research 
conducted by Consumer Research, Ltd. 


CONCLUSIONS : 
Research showed that the market was dominated by one Brand, and the effect of 
the Sampling felt mainly by this Brand. The market as a whole did not increase, 


but after 8 weeks, the Brand sampled settied down to an 11°, sale—or 21°, share 
of the market. 


We should be glad to send you an explanatory booklet 


Circular Distributors Ltd. 


54 GREAT MARLBOROUGH STREET . LONDON . W.1 . Telephone: GERrard 0068 
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& PARTNERS LTD 
USE 


FOOD 


MANUFACTURE 
FOR THEIR CLIENT 


MORTON 


MACHINE CO. LTD 
WISHAW, SCOTLAND. 


Manufacturers of 
Mixing Machines, 
for those engaged 
in the preparation 
of Food Products. 


EEE REND IE SS 
FOOD MANUFACTURE is one of the 
LEONARD 


HILL TECHNICAL GROUP 


aint 


anufacture 


aramount 


edium 


for advertising to 
the Surface Coating 
Industry 


Largest world sale to the 
manufacturers of paints 
and related products. 


Publishers: 
LEONARD HILL LIMITED 
Stratford House, 

9 Eden Street, 
London, N.W.! 


J. Lyons and Co., Lid., who produce fish sticks as one of their 25 “‘Frood”’ 
products, from quick-frozen cod supplied by the Ross Group Ltd., Grimsby, 
and the Ross Group who distribute their own filleted fish under the brand 


name “Sea Sparkle,’ have joined forces. 


Packs carrying the brand names 


of the two otherwise unconnected firms have appeared this week. The Ross 

Group will continue to supply the quick-frozen slabs of cod and the fish 

sticks will be produced at Cadby Hall. All the other Frood and Sea Sparkle 

products of the two firms will oa rw in independent production and 
distribution. 
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Four new clients 
for Haddon’s 


John Haddon and Co., Ltd., 
have been appointed advertising 
agents to four new clients, none 
of whom has previously done 
any national consumer advertis- 
ing in this country. “Wines of 
Portugal” advertisements have 
already appeared in London's 
evening newspapers, and the 
Portuguese State Office have 
also appointed Haddon’s to 
handle publicity for Portuguese 
sardines. Press advertising plans 
include national Sundays and 
leading women’s weekly and 
monthly magazines. 

They will also bandle adver- 
tising for Barratt and Co., Ltd., 
manufacturing confectioners, and 
Sta-Flo Ltd.. manufacturers of 
liquid household starch. 


‘Miss Gay’ debut 


Starting ‘next month, advertise- 
ments in national newspapers and 
magazines, and point-of-sale display 
matter for Gaymer’s cyder will 
feature the Gaymer’s Girl, who will 
be known as Miss Gay. 

Media being used include Daily 
Mirror, Daily Mail, Daily Express. 
News of the World, Sunday Express, 
Picture Post, Illustrated, John Bull. 
Everybody's, Reader's Digest and 
provincial dailies and evenings. 
Agents are G. Street & Co., Ltd. 


| CURRENT ADVERTISING AT A GLANCE 


Accounts 


H. BARNETT & CO. (LONDON), 
LTD., rope, twine and cord manu- 
facturers, for Froud & Partners 


td. 

ADCOCK & SHIPLEY LTD. 
milling machines, campaign being 
prepared ; CHILTON ELECTRIC 
PRODUCTS LTD. circuit 
breakers, contractors, etc., tech- 
nical press campaign soon; 
JOSEPH FREEMAN SONS & 
CO., LTD., fine colours, paints 
and varnishes, campaign soon in 
architectural and building trade 
press. Accounts for Taylor 
Advertising Ltd. 

ENSIGN MAIL ORDER CO, 
using popular weekly magazines ; 
FABRICON CO., car cleaning 
and polishing sets, using motor- 
ing and national press; FARLEY 
STEEL INDUSTRIES  LTD., 
using home and overseas trade 
journals; P. & A. WAKERLEY 
LTD.. tubular furniture. Accounts 
for Willington Advertising Ltd. 

ELLAY TUBES LTD., small dia- 
meter and non-ferrous tubing, 
campaign in trade journals soon, 
for Allardyce Palmer Ltd. 

BERNARD HICKS LTD., Rex mat- 
tresses, campaign using London 
evenings in May, for Gordon & 
Gotch Advertising Ltd. 

DAVID BROWN INDUSTRIES 
LTD (TRACTOR DIVISION), 
for Dudley Turner & Vincent 
Lid. from July 1. (Dudley Turner 
& Vincent now agents for all 
divisions of David Brown Indus- 
tries.) 

WINES OF PORTUGAL ; PORTU- 
GUESE SARDINES ; BARRATT 
& CO., LTD., STA-FLO LTD. 
Accounts for John Haddon & 


Co., Ltd. 

PULTRA LTD., micro-lathes and 
grinding machines; BOLINDERS 
co., LTD. diesel engines and 


auxiliary equipment. Accounts for 
Nigel Rainbow & Partners Lid. 

TORBET LACTIC OAT CO. 
LTD., for Wilfrid Tisbury & Co., 
Ltd., from July 1}. 

FONADEK (BRANSON) LTD., for 
Alfred Bates & Son Ltd.. from 
May |. Campaign in trade and 
technical journals. 

SAFCA AEROSOL MANUFAC- 
TURING LTD., for Stuart Adver- 
tising Agency Ltd. 

GEORGE BOUVERAT & CO. 
LTD., Bernex watches, for S. C. 
Peacock Lid., Birmingham. 

DISTINGUISHED HOTELS 
REPRESENTATION (conducted 
by Robert F. Warner Inc.. New 
York) for John Hobson & Part- 
ners Ltd. 

BURNLEY BUILDING SOCIETY, 
i. Charles W. Hobson Ltd., from 
une 1. 


Campaigns 


BUILDING INDUSTRY DISTRI- 
BUTORS, using national, provin- 
cial, architectural and trade press 
for six months’ campaign starting 
this month. (Mark Fawdry Ltd.) 

REGENTONE RADIO & TELE- 
VISION LTD. & RADIO 
GRAMOPHONE DEVELOP. 
MENT CO., LTD., using local 
newspapers in Liandudno to 
coincide with RTRA Conference. 
(Gordon & Gotch Advertising 
Ltd.) 

NOVA PRODUCTIONS LTD., 
using: direct mail to support cur- 
rent advertising and special 
campaign in Scottish motor jour- 
nals and newspapers. (Willington 
Advertising Ltd.) 

WILLIAM GAYMER & SON, 
LTD., using national dailies, pro- 
vincials, magazines and trade 
press. (G. Street & Co., Ltd.) 


CARLSBERG SCOTTISH _ IM- 
PORTERS LTD., using Scottish 
dailies, weeklies, trade press and 
class magazines. (Rex Publicity 
Service Ltd.) 

. E. SHAY & CO., using commer- 
cial TV for Rotoscythe lawn 
mowers. (Erwin Wasey & Co., 
Ltd.) . 

RUBEROID CO. LTD. using 
national, provincial, gardening 
and poultry press, and Radio 
Times for Pluvex Handy Guide. 
(Technical & General Advertising 
Agency Ltd.) 

ROWENS HAIR TONIC, using 
evenings and weeklies in Cheshire. 
Lancashire and Staffs for pilot 
re (Alfred Bates & Son 
td.) 


SCHERK LTD.., using half-pages in 
Woman and Woman's Own at the 
beginning of June preceded by 
trade press campaign. (Wilfrid 
Tisbury & Co., Ltd.) 

BURROUGHS WELLCOME & 
CO., using national dailies, Sun- 
days, Reader's Digest, Parents. 
Wife and Home, Woman and 
Home, Family Doctor, and 
Nursery World for Marzine. 
(Armstrong-Warden Ltd.) 


MCINTYRE, HOGG, MARSH & 
CO., LTD., using national dailies, 
provincials and trade press for 
Radiac shirts. (S. T. Garland 
Advertising Service Ltd..) 


F. W. HAMPSHIRE & CO., LTD., 
using women’s home and general 
interest magazines and trade press 
for Lorelox sheen set. (Napper, 
Stinton, Woolley Ltd.) 


PEOPLE’S LEAGUE FOR THE 
DEFENCE OF FREEDOM, 
using Manchester Guardian, other 
provincials, weekly periodicals, 
local papers and trade press. 
(National Advertising Corpora- 
tion Ltd.) 
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Lambe & Robinson Ltd 


If the sun does occasionally set upon the Lambe & Robinson empire, it is only because 
our three buildings are so very conveniently adjacent. Nevertheless, prospective callers can 
save a little time by consulting the guide below. 


anne? : PLEgttt,j— be 


169 Regent Street 
ENTRANCE IN NEW BURLINGTON STREET 


(Reception 4th floor) 


Clients, prospective clients, 
and all sellers of space and 
time come here. 


ADMINISTRATION * ACCOUNTS DEPT 


ALL MEDIA DEPTS - VOUCHER CHECKING 


15-16 New Burlington Street 
(Reception Sth floor) 


Artists, writers, actors, 
printers and  blockmakers 
come here. 


TV/FILM/RADIO DEPT * STUDIO AND 
ART BUYER * PRODUCTION DEPT AND 
PRINT BUYER * COPY DEPT 


13 New Burlington Street 
(4th floor) 


RESEARCH DEPT. 
Not many people come here, 
because the Research Director 
is across the road at 169 
Regent Street. 


TELEPHONE (for a// depts.) REGENT 8621 
Appress (for a// depts.) 
169 REGENT STREET, LONDON wW.1 


= 
New Burlington Street 
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MEARE | CLASSIFIED ADVERTISEMENTS 


per lime, 45s. per 
APPOINTMENTS WANTED, 3s. 6d 
‘ . classifications, 4s. 6d. per lime, 50s, per display panel iach. Mini . . 
Required in London studio of = charge, one line plus 1s. covering postage, x wt ~ 7 : all RENART STU DIO 
7" inti ouse, a \vertisements under seven insertions MUST B ress ** ertiser’s 
well-known ‘Printing = Weekly,”” 180, Fleet Street, London, E.C.4. WATerloo 3388 (Ex, 25). 


Young Artist APPOINTMENTS VACANT 


: | ene cna SALES 
who is also something of an a Vacant : “‘The engagement of persons answering these advertisements must 


3 , made through a Local Office of the Ministry of Labour or a Scheduled Em 
Engineer, to design and con- ment Agen 


if the applicant is a man aged 18-64 inclusive or a woman 8-59 
struct Showcards in Cardboard inclusive he or she, or the em yment, is regg tS ey the qrovidlons af ¢ of the REPRESENTATIVE 
for Window and Counter Netiestes @f Vassncies Orde 2 
display. He will be in the Lo tage in the field of 7h sereee 
studio with other artists who a printing, letterpress or litho an 
have been engaged on this ACCOUNT EXECUTIVE—Is this you? pooigem pe ws, ee s 
* u . 
—_= for aioe ond , It is a The point-of-sale advertising field is expanding faster than any have a good appearance, a pleasant 
pleasant, Iriendly and spacious other branch of advertising. If this field of work fascinates you porsonanty = a streck of per- 
studio, warm and with excellent and you can talk knowledgeably about marketing and mer- a 3 Bees h 
lighting. A good salary will chandising ; if you like the thrill of selling : if you are a stickler a4 
paid to the right man. for detail ; if you like greater freedom than Agency life offers, Se One ee ees 
(Pension scheme). Please then write us in confidence. There may be a Sales Account ee ee eee 
apply in writing to Executive job for you here which within two years could well Managing Director, 
bring you in £2,000 a year. ~ Sentia Uleaiend 
Box 3425 The position offered in an expanding business, is permanent for aa ——— 


a satisfactory man and a contributory pension scheme is in force. 9 Cherington Rd., Hanwell, W.7. 
Advertiser's Weekly 180 Fieet St EC4 One thing—if you don’t believe in point-of-sale advertising, EALING 3362-4644 
don’t waste your time and ours by applying. 


PACKAGE DESIGNER required as Box 3397 STENCIL CUTTER required. first-class, 
assistant to Studio Manager in leading —S Q 7 Cc for foil and pro-film. Excellent salary 
Package Design Organisation Appli- Advertiser's Weekly 180 Fleet St EC4 Permanency. Apply “‘Cowling™’ Signs 
cant must have actual packaging Armstrong Gardens, Woolwich Road 
experience No others need apply. SHORTHAND /TYPIST required in busy EXPERIENCED SECRETARY /SHORT- S.E.7 


Write, stating fullest details of experi- London Publicity Office of large HAND-TYPIST, age 25 to 35, re- 
ence and salary required, to 


y : Engineering Group. Some knowledge uired to assist Advertising Manager WANTED. = Young, experienced jour- 

Box 3470 Ad. Weekly 180 Fleet St EC4 of Publicity work an advantage. Con- - leading Pharmaceutical "Sennen nalist—good news sense; make-up for 
sees genial conditions, holiday this year Pleasant working conditions, five-day modern ag Trade Journal. Write 
GENERAL ARTIST (male), aged about Please telephone Office Manager, TER- week, pension scheme Apply by Mating age, CIC. 
25 years, for Studio of large commer- minus 2833 letter only, stating full details of Box 3427 Ad. "Weekly 180 Fleet St BC4 
cial organisation handling a variety of xpe me: J , ghoretasio 
consumer products. Work covers | BARRETT BROS, (LONDON) LTD.. | $"WioSecorih Road Pear Ltd | GENERAL ARTIST. Young man re- 
point-of-sale, leaflets, packaging and Leyton Square, Peckham, S.E.15, have ford. Middlesex : ‘ quired capable of designing showcards 
display. Ability to carry jobs through a vacancy for a Chief Designer with . and constructional cut-outs for all 
to finished art stage essential. Write ability to prepare colour visuals a PRODUCTION MAN OR WOMAN point-of-sale advertising; good at 
giving age and details of experience accurate working drawings Ex wanted for Pharmaceutical House. lettering Experience in this type of 
to ence in exhibition stands and ian Opportunity for intelligent Junior work preferred West End Studio 
Box 3467 Ad. Weekly 180 Fleet St EC4 essential Box 3471 Ad. Weckly 180 Fleet St EC4 | Box 3387 Ad. Weekly 180 Fleet St EC4 


ASTRAL ARTS GROUP 


REQUIRE 


: DHB 
SALES REPRESENTATIVE 


An opportunity for a creative salesman to sell a 
complete Sales Promotion Service. Must have 


— 
pats of Se eee ae: want an ideas man 


require a 


o 
ART REPRESENTATIVE 


To contact Advertising Agencies representing a Our ideal is a visualiser;copy man 
group of leading artists, backed by Studio and of some years’ experience with the ability 
Photographic services. 3 

a to produce good roughs 


and ith a small amount of 
LETTERING ARTIST eS 


A first class lettering artist with sound practical finished drawing. He will be working 
experience who may also wish to develop as with a friendly and co-operative team, 
Studio Manager 


& on a wide range of accounts. 
TYPOGRAPHER 


A creative typographer who can style modern sales 


literature. Must be able to prepare fast practical Brief details by letter first to 
type mark ups. 


Mr. H. C. Russell, 

Please apply in writing to: D. H. ty men pee hag 
THE DIRECTORS, THE ASTRAL ARTS GROUP LTD., . ; sp 
171, New Bond Street. London, W.1. GROsvenor 8711 (10 lines) 
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CLASSIFIED ADVERTISEMENTS | 
pn APPOINTHENTS VACANT | 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ADVERTISING 
MANAGER 


for nationally known 
product selling to all 
of the Consumer market. 


textile 
sections 


The situation is in Manchester 
and calls for a young man aged 
about 30, with good all-round 
agency experience. At the 
moment he is probably holding 
down a position as Assist. 
Advertising Manager or Assist. 
Contact Man with an agency. 
His duties will be to liaison 
with the agency and to foster 
and develop good relations 
between the company and the 
trade. 

Write in first instance giving 
details of background, age and 
salary, etc. to :— 


Box 3432 
Advertiser's Weekly 180 Fleet St EC4 


promotion material. 
Household Goods. 


salary required to 


ADVERTISEMENT SPACE 


REPRESENTATIVE, either SEX 


wanted for professional women’s jour- 
nal Wide open field for person of 


real ability 


Apply 
Box 3416 Ad 


with good selling record 


SALES 


with details of experience, to 
Weekly 180 Fleet St EC4 


COPYWRITER... 


© LADY with selling ideas required by important 
Chain Store organisation for point-of-sale and window 
Fashions, 
Work 
Apply giving full particulars of age, experience and 


PERSONNEL MANAGER, BOX 3475 
Advertiser’s Weekly 180 Fleet St EC4 


general 
in London. 


Textiles and 
S day week. 


ASSISTANT TO PUBLICITY MAN- 
AGER required by rapidly expanding 
Enginecring Company (now employ- 
ing over 1,000 people), situated in 
Eastern Counties, convenient to Lon- 
don and adjacent to coast. Preferably 
in late 20's, with thorough knowledge 
of advertising production plus proven 
ability as technical writer Able to 
accept responsibility for administra- 
tion of department handling all aspects 
of advertising, publicity and Exhibi- 
tion work. Excellent prospects, wages 
and bonus. Pension scheme. Every 
assistance given with accommodation 
Apply, with full details of previous 
experience, to Personnel Manager, 
Box 3459 Ad. Weekly 180 Fleet St EC4 


PRODUCTION ASSISTANT required in 


fest End Agency. Man or woman 
about 25 years of age Must have 
agency production experience. Write, 
giving full particulars and salary 
required, to 
Box 3472 Ad. Weekly 180 Fieet St BC4 


SPACE SALESMAN required with 
proved selling record by old-estab- 
lished Company for good media. Per- 
manent position for competent man 
References essential. Write or phone 
Classic Publications Lid, 91 Stoke 
Newington Church Street, N.16 
CLIssold 6991 


SECRETARY SHORTHAND TYPIST 
(age 20-25) required by West End 
Advertising Agency Write for inter- 
view, stating any previous agency 
experience, to Space Buyer, J. Peers & 
Associates Ltd., Summit House, 1-2 
Langham Place, London, W.1 


PRODUCTION ASSISTANT, aged 22- 
26, required to fill interesting vacancy 
in well-known London Agency to 
handle production and print. Oppor- 
tunity of advancement for successful 
applicant Holiday arrangements 
recognised Also vacancy for Junior 
Assistant in Accounts Department 
Write 
Box 3421 Ad. Weekly 180 Fleet St EC4 


| 


ARTISTS 
required for 
NEW ZEALAND 


Good ll-rounders’ wanted, 
preferably younger men, ex- 
perienced in agency studio 
work. 

Here is an opportunity to 
establish a solid background 
with a leading agency and in a 
new country, enjoying first- 
class conditions and a happy 
way of life. Fares paid. 

Apply, giving particulars of 
age, marital status, experience, 
etc., to: 

J. Hott Ltd., 
Piccadilly House, 
Regent Street, 
London, S.W.1. 


CAMERA MECHANIC required ; must 


be skilled on most types of cameras. 
Young man preferred. Excellent pros- 
cts for keen and genuine person. 
eply immediately , Bournemouth 
Photographic (Repair) Service Ltd., 
237 Capstone Road, Bournemouth 


GODBOLDS 


require additional fully experienced men in the 
following capacities. This is the opportunity for 
men working to high standards to join an expanding 
agency with real prospects. 


For 


an experienced and enterprising 
VISUALISER 


there is an interesting vacancy 


COPYWRITER with ability to carry out 
his own fact-finding for consumer and tech- 
nical advertisements and literature. 


in the busy publicity department 


of a large London publishing 
SENIOR ARTIST. Competent man with 
creative approach to visualising and presenta- 
tion. Also able to supervise small studio. 


organisation 


Modern ideas and sound typographical ability are 
PRODUCTION MEN. Two men to 
handle mechanical production on national 
and technical accounts. Detailed knowledge 
of blockmaking and typesetting requirements 
and good control of production schedules. 


essential qualifications for the design, to a 
high standard, of a wide variety of brochures, 
advertisements, posters, etc. Full details 
of experience, age and desired salary, please, to 


Box 3481 
Advertiser's Weekly 180 Fleet St EC4 


Applications in writing only, please, giving fullest information 
regarding age, previous experience and salary to:— 


GODBOLDS LIMITED, 
GENERAL BUILDINGS, ALDWYCH, W.C.2 


| 
Phone your classifieds to 


WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


PRODUCTION 


ASSISTANT 

required 

in West End Agency. 

Man or woman about 25 years 

of age. Must have agency 

production experience. Write 

giving full particulars and 

salary required to 


Box 3434 
Advertiser's Weekly 180 Fleet St EC4 


PUBLICITY. Press Department of 
major Film Company has vacancy for 
Junior Assistant able to write—terse 
news and lengthy feature stories, 
captions, etc The position ts interest- 
ing and progressive for a personable 
young man or woman who is adapt- 
able, keen to learn, has initiative, can 
write accurately and fast, and who 
also shows enthusiasm in tackling the 
inevitable routine work, of which there 
is plenty! Apply, giving brief details 
of background and experience, to 
Box 346! Ad. Weekly 180 Fleet St EC4 


MANN EGERTON & CO., LTD., 
require an additional Advertising 
Assistant for creative work ; ability 
to write good copy essential. Previous 
agency or similar experience is desir- 
able. Interesting and varied work for 
a young man or woman Apply, in 
writing, stating age, experience and 
salary expected, to the Advertising 
Manager, Mann Egerton & Co., Ltd., 
5 Prince of Wales Road, Norwich 


ASSISTANT STUDIO MANAGER in 
large London Agency Ably to brief 
artists, progress work. Write, stating 
experience, age and salary required, to 
Box 3464 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS VACANT 


Situations Vacant : ‘‘ The engagement of persons answering these advertisements must 


be made through a Local Office of the Ministry of Labou 


r or a Scheduled Employment 


cane if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
he or she, or the employment, is excepted from the provisions the 
Notification of Vacancies Order 1 


952."" 


APRIL 27, 1956 


CLASSIFIED ADVERTISEMENTS 


A Young Man 


(aged 23-26) is needed to train as 


PUBLICITY MANAGER 


in a new and now nationally known 
Radio and Television Company. Some 
advertising experience would be useful, 
but it is promise, rather than perform- 
ance, which is specially looked for. The 
successful applicant will co-operate with 
the agency in implementing advertising 
policy and will be expected to suggest 
his own ideas on copy and visuals. 
Write to: 


Box 3401 
Advertiser's Weekly 180 Fleet St EC4 


CRANE PUBLICITY 
REQUIRE 


PRODUCTION 
ASSISTANTS 


previous Agency experience pre- 
ferred. Write or ‘phone for 
appointment 
CRANE PUBLICITY LIMITED 
Adam House, | Fitzroy Sq., W.!. 


EUSton 8061 


PRINT SALESMAN 


Vacancy occurs for an enthusiastic 
go-ahead representative in a 
rapidly expanding firm of 
Designers and Printers who believe 
in a policy of constant trade 
magazine and direct mail adver- 
tising thus providing a constant 
flow of contacts. In the first 
instance please write a very long 
and comprehensive letter telling 
us all about yourself including your 
views on life, ambitions, etc. 


BURFORD PRINTING 

COMPANY LIMITED 

44 Bloomsbury Street, 
London W.C.lI. 


} 


GENERAL ASSISTANT, male, 


GENERAL ARTIST required by Lond« 
Studio Wide variety of 
interesting accounts. Write, 
age, experience, etc., to 
Box 3408 Ad. Weekly 180 Fleet St EC 


DISPLAY ARTIST. A vacancy occu 
in the Publicity Division of 
firm of Chemical Manufacturers 
the London area for a man (age 2 
35) with art school training, who 
experienced in design of display unit 
exhibition stands and  showcard 
Candidates must be capable of doir 


mn 


work on 
stating 


4 


rs 


a large 


in 
‘- 
Is 
Ss, 
s 
1 


finished lettering, making scale draw- 


ings and models, and be 
in the use of tools. Salary 
to age, qualifications and experienc 
Contributory pension scheme ; 
week Apply initially in writing 


Box 3451 Ad. Weekly 180 Fleet St EC 


experienced 
according 


e 


five-day 


to 
4 


MALE OR FEMALE ADVERTISING 
CONTACT _ required by Weekly 
Colour and Monotone Photogravure 
Magazine Must have had previous 
space-selling experience Hard work, 
but congenial and happy atmosphere 
compensate Apply, See. details of 
previous experience 
Box 3441 Ad Weekly ‘180 Fleet St EC4 


50/£750. Young man (about 25 years) 
to handle complete Publicity for small, 
high-class Radio Manufacturer near 
London Interesting job for bright, 
hard-working man with experience of 
Production—Press; Literature, Sales- 
aids, Exhibition Stands. Some know- 
ledge of electronics or radio useful 
Write, giving full details of education 
and experience, to 

Box 3440 Ad. Weekly 180 Fleet St BC4 


ARTIST WANTED. 


required 
for Sales Promotion Department of a 
Company manufacturing world- 
famous, branded packaging materials 
Age 23-27 years. Should know some- 
thing of the mechanics of print and 
advertisement production and be capa- 
ble of giving orders to blockmakers 
printers, and other suppliers. Should 
be able to keep records, maintain 
schedules visual indicators and 
accounts of expenditure, check proofs 
and chase progress. West End Office 
five-day week, pension and bonus 
schemes, luncheon vouchers Please 
quote S 47 AW at head of letter and 
apply, stating full details, including 
salary required, to 

Box 3449 Ad. Weekly 180 Fleet St EC4 


First-rate ability 
in drawing and visualising (particu- 
larly as regards the design of layouts) 
and a sound sense of typography. Per- 
manent progressive position in the 
small studio of a well-known Advertis- 
ing Agency (IPA). The work is of a 
worthwhile kind, the general atmo- 
sphere pleasant, and there is a pension 
scheme. Telephone Studio Manager, 
FLEet Street 9595 for appointment 


LPE 


wants a visualiser 


Youngish, but with a few years’ experience. 
Lively, but also willing to work in a team. 
Well grounded in the essentials of the art 


but not overawed by tradition. 


Write (no specimens yet, please) to: 
B GROUP 
THE LONDON PRESS EXCHANGE LIMITED 


110 St. Martin’s Lane, W.C.2 


remuneration. 


letter 


London, E.C.2. 


A rapidly expanding 


fully recognised medium sized London Ad- 
vertising Agency has a vacancy for a top class 
Senior Account Executive — election to Board 
would be considered. Age under fifty — must 
have sound advertising and merchandising 
experience, be a proved new business getter, 
meaning that he could introduce some accounts. 
The right type of man could command a high 


If this position appeals to you, please suggest 
an appointment by writing a sufficiently detailed 
in confidence to our Accountants — 
Yeatman, Melbourn & Co., 68 Coleman Street, 


Phone your classifieds to WAT 3388 (Ex. 25) 
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APRIL 27, 1956 79 ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | SSMM0022000 752 a 


Applications are invited 
for the post of 


CREATIVE DIRECTOR ART 


A nationally known Agency is seeking a man of exceptional 
ability to handle and control their creative operations. 


To have the knowledge and ability required, candidates must 
have had considerable Agency experience in senior creative 
posts. They will have a highly developed visual and copy 


sense combined with a wide knowledge of techniques in 
relation to media. 


McCANN-ERICKSON REQUIRE AN 


The appointment will be at Executive Director level. The 
salary will be substantial and subject to agreement with the 
successful candidate. Please write giving full details of age, 
education, qualifications, experience and salary required, to 


Box 3479 Advertiser’s Weekly 180 Fleet St EC4 


MANAGER (EXPERIENCED ARTIST) ARTIST DESIGNER 
required for Studio of high-class prominent 
Colour Printers of posters, showcards, East London Excellent opportunity 
cut-outs, etc. London, S.E.1. Apply, in progressive Studio for young man 
in writing, giving full details, to capable of preparing roughs and 
Box 3390 Ad. Weekly 180 Fieet St EC4 finished drawings for reproduction by 


Letterpress, Photo-Litho and Photo- 
FOUR OR FIVE RELIABLE SPACE gravure processes Pleasant working as . 
SALESMEN OR WOMEN are re- condition, Canteen, Five-day weck. Write or telephone: 
quired to cover the North of England Apply, stating age, experience and 
and the North Midlands for national salary required, to 
trade journals of high repute by Fleet Box 3417 Ad. Weekly 180 Fleet St EC4 
Street Publishers, Commission only 


of 20 per cent. will be paid on all NATIONAL TRADE ASSOCIATION 
new and renewal business. Details in requires young man 23-30 mainly for 


required for 
packaging firm in North- 


GENERAL MANAGER 


first instance to Messrs. Pickersgill duties connected with its Trade Fair McCANN-ERICKSON 
ag > Service Ltd., Parade Cham- Experience not essential, but applicant 
rs a “ 


East Parade. Sheffield. 1 must be of good education, pleasing ADVERTISING LIMITED 
oxetied ie appearance and prepared to work con- 

VISUALISER DESIGNER—more  dis- scientiously and largely on own initia- N Ww 
play man than Agency, for firm of tive to help make success of a develop- Brettenham House, Lancaster Place, W.C.2 
North London Litho Colou, Primers | ing project.” Excellent opening for | 
te able to create original designs —. ey full details and TEMPLE BAR 6600 
and carry them to presentation stan- Box 3418 Ad. Weekly 180 Fleet St EC4 
dard, good indication of figure and “ Cn . 
still life, finished art work NOt esseD- | NaEMBERSHIP MANAGER for estab- 
lished Book Club. Experienced launch- 
Box 3403 Ad. Weekly 180 Fleet St BCs ing member-getting schemes, competi- 
tions, mail order, promotion, etc 
EXHIBITION , AND, DISPLAY | Highiy ‘paid postion’ wih, wonders 
display and exhibition finishes, re- opportunities. Write, stating qualifi- 

’ cations, 
pn Ti ove pales and qrey Box 3448 Ad. Weekly 180 Fleet St BC4 
3375 w 1 leet St EC4 

as Fp At. Dee ee SECRETARY/SHORTHAND TYPIST 


7 7 icy _ | required by Account/Secretary. Good 
ae Pay“ cg aqueny opening for suitable girl. Experience 
experience essential. Progressive i- with figures and statistics an advan- 


tion in Coosties Group rite tage. Five-day week. Holiday. Write, 
Creative Manag Stating experience, age and salary 


A EC4 required, to Rex Publicity Service WAN T ED 
Box 3415 Ad Weekly 180 Fleet St Ltd., 131-4 New Bond Street, W.1 


EXCELLENT PROSPECTS for young — 
ladies offered by London publishers LONDON AGENCY urgently requires : 
in their advertising department. first-class general artist. Clean. slick The opportunity presents a great 
s ements | lettering, sound knowledge reproduc- a . 7 
or ae tion. Good salary, holidays arranged variety of work of the widest possible scope 
tial | Write Creative Manager, ein ne 
Seeraes Ad Wench 180 Fleet St EC4 Box 3414 Ad. Weekly 180 Fleet St EC4 from figure to still life. 


Opening occurs for a 


PUBLICITY ASSISTANT : YOUNG MAN 


required for age 20-25 years as 


Advertising Department ASSISTANT GENERAL MANAGER 


of North London manufacturers, age in the 


25/30 years. Must have previous M CA bd Cc SON 
experience and ability 0S ae | Display Dept. Cc NN ERI K 

d layouts and copy for cata- ‘ : 

ican, leaflets, etc. essential, Per- | | at Currys Led., where price-tickets, ADVERTISING LIMITED 
manent, pensionable position. Five showcards and display material of all 
day week. Please write, giving full kinds are designed. Excellent oppor- Brettenham House, La ter Place, W.C.2 
details of previous experience and tunity for young man who is looking ncas 

salary required to for a career with a progressive com- 


pany. Write giving full details of TEMPLE BAR 6600 
Box 3429 experience, etc., to— 


Sales M .< Led., 
Advertiser's Weekly 180 Fleet St EC4 7 Uxbridge - ona. loditen ws. 


Phone your classifieds WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 80 Avan. 27, 1956 


CLASSIFIED ADVERTISEMENTS MQQ0EISaZeTy 
EVERETTS 


Situations Vacant : ‘* The engagement of persons answerimg these advertisements must 
is a fast-growing agency with 


APPOINTMENTS VACANT 


POTTS 


assistant 


be made through 2 Local Office of the Ministry of Labour or 2 Scheduled Employment 


require a_ general 


in the 


STUDIO 
e 


No finished work but a high 
standard of layout and pre- 
sentation is essential. 


A young man or woman in 
their early twenties with agency 
who would be 
with a 


experience 
able to co-operate 
first-class creative team on a 
variety of interesting accounts. 
Write or ring General Manager: 


RICHARD POTTS & PARTNERS LTD. 
34-35 HIGH HOLBORN, W.C.! 
CHAncery 4974 


Ageacy Aye applicant is 2 man aged 18-64 inclusive or 2 woman aged 18-59 inclusive 


or she, or the employment. is excepted from the provisions of the 
Notification of Vacancies Order 1952." 


VISUALISERS 


Crane Publicity Limited still 
require further visualisers both 
for their consumer and tech- 
nical divisions. 


Experienced agency men with 

a flair for distinctive modern 

layout and a good appreciation 

of type are invited to write 

or phone 

Adam House, | Fitzroy Square, 
London, W.1. 


EUSton 8061 


SHORTHAND /TYPIST required for 
interesting work in West End office 
of old-established and well-known 
Company. The work involves short- 
hand and typing in the Public Rela- 
tions Department. It is not a 
secretarial post and applicants should 
be accurate and adaptable Modern 
office building, lunch vouchers, five- 
day week, Write, stating salary re- 
quired, to 
Box 3460 Ad. Weekly 180 Fieet St EC4 


PULFORD PUBLICITY 


require a Junior 


TYPOGRAPHER 


capable of handling adaptations, etc 


Apply by letter for appointment 
PULFORD PUBLICITY LTD. 
Tempie Bar House, 28 Fleet St., E.C.4 


ASSISTANT EDITOR for 


YOUNG LADY with some shorthand 
typing ability required in busy London 
Publicity Office of large Engineering 
Company Duties, to assist with 
interesting publicity work, with assist- 
ance to shorthand/typists at rush 
periods Congenial conditions, holi- 
day this year. Please telephone Office 
Manager, TERminus 2833 


SPACE SALESMEN wanted for com- 
pletely new medium in London area 
Experienced men can earn big money 
Write, giving details of past experi- 


ence, 
Box 3438 Ad. Weekly 180 Fleet St EC4 


ACCOUNT 
EXECUTIVE 


required 


Fully experienced in agency prac- 
tice, to handle existing accounts 
and with ability to develop new 
business. Good salary and pros- 
pects to the right man. Full 
details in writing, marking en- 
velope ‘ Confidential ’. 


JOHN HALIFAX LIMITED 
110 New Walk, Leicester. 


COMMERCIAL ARTISTS REQUIRED. 


Experienced general artists are invited 
to apply for employment in an expand- 
ing Advertising Agency Studio. Good 
prospects, first-class working condi- 
tions, canteen and non-contributory 
pension scheme Assistance with 
housing considered. Write for an 
appointment, giving full details of 
qualifications and previous experience, 
to The Art Director, Oclrichs Adver- 
tising Ltd., 53 Wostenholm Road, 
Sheffield, 7 


Quarterly 
House Journal required. Ability to 
write articles with technical flavour 
essential. Apply, giving full details, 
to Personnel Manager, Ruston-Bucyrus 
Ltd., Excavator Works, Lincoln 


ARTIST. All rounder, either sex re- 
quired by busy Advertising Agency. 
Visuals, lettering, still life. Wide 
variety of work. Write fully, including 
salary required. 

Box 3158 Ad. Weekly 180 Fleet St EC4 


ASSISTANT WANTED for Publications 


Department of Engineers for prepara- 
tion of catalogues, booklets, technical 
manuals, etc. Must have experience 
and technical writing ability. Know- 
ledge of -layout and type, etc., 
quired, but not finished art 
Five-day week. State age, experience, 
salary required Apply to the Pub- 
licity Manager, CAV Ltd., Warple 
‘Way, Acton, £3 


WANTED, young man with a know- 
ledge of Outdoor Advertising to sell 
space in the West End and Centrai 
London. Apply 
Box 3474 Ad. Weekly 180 Fleet St EC4 


ENTHUSIASTIC 
PRODUCTION 
ASSISTANT 


Wanted to join happy young team in 
busy Agency. Young man (20-23), 
production experience ; good know- 
ledge of blocks, type, printing processes. 
Opportunity to gain experience of 
unusually varied work on production of 
press advertising and all forms of pub- 
licity. Plenty of scope to progress with 
growing Agency. 
Write or ‘Phone for appointment to 
Production Manager, 
Max Ritson & Partners Ltd., 
33, Henrietta Street, W.C.2. 
Temple Bar 386!. 


YOUNG ARTIST is required for the 
Studio of Macleans Limited, Manu- 
facturing Chemists, Great West Road 
Brentford, Middlesex. Applicant must 
have sound knowledge of design lay- 
out and typography for package 
design, show material, etc. Pension 
and profit participation schemes, Five- 
day week Write, stating age, experi- 
ence and salary required, to Personne! 
Manager. 

VOUCHER CHECKING CLERK (male 
or female) wanted immediately Pre- 
vidus agency experience essential 
Five-day week Holiday this year 
Apply : Mr. Lawrie, Alfred Bates & 
Son, Ltd., 130 Fleet Street, E.C.4 


PRODUCTION MAN 
good knowledge of advertising and 
production processes, and ability to 
write copy Will be responsible to 
Public Relations Officer for produc- 
tion of posters, leaflets and press 
advertisements. Good opportunity for 
ambitious person. Write at once, giv- 
ing age and full details of experience 
and salary required References will 
be required later. Address application 
to Public Relations Officer, South 
Suburban Co-operative Society Ltd 
99 London Road, Croydon 


JUNIOR SHORTHAND TYPIST re- 
quired for Advertisement Department 
of Newspaper Group in London 
Box 3466 Ad. Weekly 180 Fieet St EC4 


OPPORTUNITY OCCURS for Lady 
Assistant, aged 20-30, in Publishers’ 
Subscription Department West End 
area. Hours 9.15-5.15, State previous 
experience and salary required to 
Box 3452 Ad. Weekly 180 Fleet St EC4 


required with 


WOMAN 
ASSISTANT 


Woman assistant, not under 24, 
required by Space Buyer in 
W.C.2 district. Must be neat, 
competent typist, capable of 
working on own initiative. 
Should possess keen sense of 
responsibility and have a liking 
for figures. Excellent oppor- 
tunity for advancement. Pre- 
vious experience or knowledge 
of typing schedules and space 
orders essential. 


SPACE 
DEPARTMENT 


Full particulars to 
Box 3478 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED 
PRODUCTION 
MAN 


To work on Nationally adver- 
tised and interesting accounts. 
Previous agency experience is 
essential. 
Write for appointment giving 
full particulars of age, ex- 
perience and salary required:— 
Production Manager 
Masius & Fergusson Ltd., 
40, Berkeley Square, 
London, W.1. 


extremely pleasant working 
conditions. No agency offers 
greater opportunities 
for ambitious young layout 
artists. We now want a 
first rate young 


typographical 
designer 


Young women 
with equal qualifications 
. are invited to reply. 

The essential requirements 
are: a sound sense of design, 
neat lettering, accurate 
casting off and masking 
and fast work. Creative 
tendencies encouraged. 


Write, sending four specimens 
and details of experience and 
salary wanted, to : 
THE ART DIRECTOR 


Everetts Advertising Ltd., 
10 Hertford St., London, W.! 


TECHNICAL ARTISTS required for 
Publications Department. An interest- 
ing and varied work programme calls 
for ability to produce first-class per- 
spectives in line and half-tone from 
blue-prints and personal investigation 
Working conditions are excellent, the 
surroundings congenial Apply, giving 
particulars of age, experience, salary 
required and quoting Ref. AW 84. to 
the Personnel Officer, Saunders-Roc 
Ltd., East Cowes, Isle of Wight 


P.A. to Managing Director of commercial 
art and photographic Studio, 
with knowledge of artand advertising 
to assist on national accounts 
General/Lettering/Retouching 
First-class work essential 


Box 3480 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION 


EXPANDING 


Phone your classifieds 


LETTERING ARTIST required for high- 
class point-ot-sale advertising by 
Printers near London Bridge. Write, 
giving particulars, previous experience 
etc., t 


o 
Box 3426 Ad. Weckly 180 Fleet St EC4 


ARTIST REQUIRED for designing and 


layout of Children's Games and Toys 
Good at lettering Interesting work 
spacious studio, good working con- 
ditions Also welcome  Free-lance 
applications Apply in writing Cecil 
Coleman Ltd., 136 Pentonville Road, 
N.1 


MAN wanted ior 
Agency. Write in first instance, giving 
full particulars of experience, age, and 
salary required. Bean Advertising 
Ltd., 8 Station Road, Watford 


ABC TELEVISION have an interesting 


vacancy for a Clerk/Typist in their 
Advertisement Department Accuracy 
and -neat handwriting essential. Salary 
according to age and experience 
Please ‘phone Mr. Gallois at GERragrd 
7808 


WEST END AGENCY 
Artists with experience of 
layout and general 
studio work Some knowledge of 
typography is desirable "Phone 
GROsvenor 3708 for appointment 


requires 
finished lettering, 


NEWSPAPER REPRESENTATIVE re- 


quired by a Provincial Newspaper 
Group in London for a junior posi- 
tion to represent Weekly Papers. 

Box 3465 Ad. Weekly 180 Fleet St EC4 


to WAT 3388 (Ex. 25) 
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Aprit. 27, 1956 


PPOINTMENTS VACANT 


THE STUDIO OF THE 
NATIONAL TRADE PRESS 


requires artist familiar with technical 
magazine layout and make-up. Must 
have sound knowledge of typography. 
Photo retouching useful but not 
essential. Excellent prospects. 5-day 
week. Pension scheme. Write stati 
age, experience and salary requir 
to: 


The Art Manager, 
The National Trade Press Ltd., 
Drury House, Russell Street, 
London W.C.2. 


ADVERTISING 


DEPARTMENT _re- 
yuires all-round Artist, aged 20-26, 
with a creative flair and capable of 
finished artwork Position is perma- 
vent, superannuated and offers con- 
siderable scope in the design and pro- 
juction of leaflets. sales aids, dis- 
plays, exhibitions, etc Write, giving 
full details of experience and salary 
required, to Advertising Manager, 
Celotex Lid., North Circular Road 
Stonebridge Park, London, N.W.10. 


“OMMERCIAL 
Lettering essential 
f 7171 


ARTIST 
£750 


required 
Lithoprint 
Lid 


Important distributors with 
centralised London Offices 


have vacancy for man 


aged 30-40 for training and even- 
tual promotion to 


Advertising Manager 


starting salary £1,250/£1,500, ac- 
cording to qualifications and ex- 
perience. Applicants should have 
had first-class education. Know- 
ledge of typography, ability to 
write copy, produce own roughs, 
visuals, layouts, etc., useful but 
not essential. Write giving details 
of age, education degrees, diplo- 
mas or other professional qualifi- 


cations, together with precise 
details of experience to 
Box 3396 


Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT REPRESENTA- 
TIVES already handling trade or 
technical publications mn London, 
Home Counties and Scotland, required 
by new engineering journal growing 
tast and backed by first-class publicity 
campaigns. Commission basis, Excel- 
lent prospects Apply to Advertise- 
ment Director, stating age, experience, 
and present representations, 

Box 3388 Ad. Weekly 180 Fleet St EC4 


MAJOR INTERNATIONAL COMPANY 


have a vacancy for 


to take leading part in extensive modern 
packaging design work. Original 
conceptions allied to practical know- 
ledge of packaging problems over a wide 
range of products is essential. Starting 
salary according to ability, and further 
increases dependent upon capabilities. 
Apply :— 


Box 3352 
Advertiser's Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


. “ HAND-PICKED ” SECRETARIES 
REPRESENTATIVE REQUIRED by 


available.—The 67 


ASE igmore Agency, 
leading Artists’ Agency. State experi- Wigmore St., W.1. HUNter 9951/2/3 
ence, if any, salary and commission 
desired. 
Box 3439 Ad. Weekly 180 Fleet St BC4 | FREE LANCE SERVICES 
ADVERTISEMENT REPRESENTA- 


TIVE required for London Office of 
Provincial Newspaper. Write, stating 
age, experience and salary required, 
Box 3445 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


FREE-LANCE 
VISUALISER 


ADVERTISING MANAGER, sound LONDON PUBLICITY 
agency and advertising management DEPARTMENT 
training and experience, all possible 


UK qualifications, age 29, desires post of large Industrial Organization 


with scope in London area. Salary requires a 

£1,300-£1 ,400. 

Box 3454 Ad. Weekly 180 Fleet St EC4 FIRST-CLASS FREE-LANCE 
ADVERTISING PRACTITIONER, VISUALISER 

many years’ experience, offers his ser- 

vices to London Agency as contact for approximately two days a 

supervisor and new business investi- week. 

gator 

Box 3453 Ad. Weekly 180 Fleet St EC4 Box 3433 


YOUNG MAN (25), with three years’ 
experience in advertising and public 
relations (well-known agency and 
international company), seeks interest- 
ing and progressive post. London 
area preferred 


Advertiser's Weekly 180 Fieet St EC4 


VISUALISER. 
for brilliant 
dull stuff 
Box 3430 Ad. Weekly 180 Fleet St EC4 


Agency has lot of work 
man Too busy to see 


3 
Box 419 Ad. Weekly 180 Fleet St EC4 ART AND PUBLICITY. H. F. Ford 

TECHNICAL. Advertiser seeks open- 21 Weldon Way. Merstt R ; 
ing in Technical Accounts or Technical Sirens » Merstham, Redhill 
Copywriting field, based London es > 
Qualified and practised engineer with ARTIST TYPOGRAPHER freelance, 
writing and sales experience. Lived for occasional work, required by 
USA, Canada, Continent Public Advertising Agency Advertisements, 
school brochure covers. layouts. type mark- 
Box 3447 Ad. Weekly 180 Fleet St EC4 =, 

ARTIST. experiénced in layout, letter- cont 3428 Ad. Weckly 180 Fleet St EC4 
ing and typography, desires position YWRITER, freciance, for occa- 
giving scope for design and initiative, sional jobs required by Advertising 
preferably with periodical or similar Agents. Advertisements, leaflets, sales 
publication letters, etc. Please write 


Box 3446 Ad. Weekly 180 Fleet St BC4 Box 3424 Ad. Weekly 180 Fleet St BC4 


WINDOW DISPLAY, Pelmets, Pub- FREELANCE ARTISTS wanted for 
licity Blackpool Preston district 24 first-class figure work for illustrations. 
Goldsboro’ Avenue, Blackpool wy —— and strips for clients of 

A YOUNG ILLUSTRATOR who bas ce. Mt Eek Bae, 
been free-lancing on top-grade com- 


missions in London now finds that he 
is missing the activity of advertising 
agency life ls there a really promis- 
ing position available where a wide 


FIRST CLASS FREE-LANCE 


FASHION ARTIST 


knowledge of all forms of commercial 
art and a good personality could be Required. Only the best need apply. 
put to use ? This man would like to Please state terms and send specimens 


get into the production field and 
expects to work hard and learn fast 
Box 3442 Ad. Weekly 180 Fleet St BC4 
TOP-FLIGHT COPYWRITER, Film. 
TV Scriptwriter, Producer, at present 
in top agency, desires position offering 


of work, which will be returned, to 
Publicity Controller, Lewis's Led. 
Ranelagh Street, Liverpool |. 


RETOUCHING AND GENERAL ART 
WORK. Freelance seeks commis- 
sons 


scope 
Box 3476 Ad. Weekly 180 Fleet St BC4 . 
Box 3420 Ad. Weckly 180 Fleet St EC4 


YOUNG MAN (28), nine years’ exten- . = : wad 
sive advertising experience (six in LETTERING AND DESIGN for labels, 
London, three in Montreal) arrives packages, folders, etc. Artist seeks 
England May 14, seeks position offer- new commissions on freelance or part- 
ing responsibility and good prospects ume basis , : : 
Prefers to hear from Agencies with Box 3463 Ad. Weekly 180 Fleet St EC4 


vacancy for Assistant Account Execu- FASHION SKETCHES by experienced 
tive or advertiser requiring Assistant Artist and Dress Designer Daphney 
Advertising Manager. DAA and IPA Ansty, FREmantle 8294. 
(Intermediate) in 1952. Write 


LAYOUT ARTIST (Ex Fig.) specialises 


Box 3310 Ad. Weekly 180 Fleet St EC4 


in booklets, folders, etc. 
ASSISTANT ADVERTISING MAN- Box 3063 Ad. Weekly 180 Fieet St BC4 
AGER (33), with creative ability, seeks 
managerial position Experienced in 
technical advertising, designing and 


SALES AND WANTS 


supervision of printed matter, exhibi- 


tions, sales literature, etc Agency 

experience, engineering background TWO AEROGRAPH COMPRESSORS, 

and qualifications Salary about complete with j-h.p. AC motors. Best 

£1,200 p.a offers Stowe Studio Ltd., 163 New 

Box 3343 Ad. Weekly 180 Fleet St EC4 Bond Street, London, W.1 GROs- 
INTERESTING SECRETARIAL POST venor 4746 

required by lady FEATHERLIGHT FLUORESCENT 

Box 3437 Ad. Weekly 180 Fleet St EC4 FITTINGS, plug in like an ordinary 
ADVERTISER (36) secks position as bulb Trade Metal Works, 2a 

Assistant Publicity Manager or similar Brackenbury Road, W.6. SHE 5949. 


WANTED, in good condition, Grant (or 
similar) machine, air brush and com- 


position. Wide knowledge advertising 
in all aspects, including design, layout, 


brochures, leaflets and blockmaking pressor, draughtsman’s cabinet 30 in 
Agency trained. London or Kent x 40 in. State price and where to be 
Box 3462 Ad. Weekly 180 Fleet St EC4 viewed. Write 


Box 3430 Ad. Weekly 180 Fleet St BC4 
100.000 ADDRESSES WANTED suit- 

able for Mail-Order business in Origi- 

nal Letter form. 

Box 3473 Ad. Weekly 180 Fleet St BC4 


YOUNG MAN (25), with good selling 
record on technical weekly, seeks new 
position with greater scope for promo- | 


tion. 
Box 3455 Ad. Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 


CASH PAID FOR 


£1,000 NEEDED by 


ADVERTISER has 


STUDIO 


MANUFACTURERS’ 


ADVERTISER’S WEEKLY 


ACCOMMODATION 


LADY 


COMMERCIAL ARTIST to 
share with another her comfortably 
furnished Studio in private house in 
Hampstead Very reasonable terms 
Box 3444 Ad. Weekly 180 Fleet St EC4 


MISCELLANEOUS 


NEW BLOCK-MAKING TECHNIQUE. 


Actual examples in this week's Prinr- 
ing News. Get a copy now. Price 6d 
SCRAP STEREOS 
—Zincos etc. (delivered or collected) 
Ilford Metals, Ltd. VALentine 9677 


PERSONAL 


cory 


PROOFS -BLOCKS!! quick!) 
delivered by District Messenyver 
REGent 1026—191 Piccadilly, W.1 


SINESS OPPORTUNITIES 


A DISPLAY TEAM specialising in 
fabrics and made-up garments avail- 
able for exhibition and showroom 
displays 


Box 3436 Ad. Weekly 180 Fleet St EC4 


PRINTING — Brochures, Catalogues, 
Magazines, Works Newspapers—com- 
piete production, design, blocks and 
despatch. Addressing, franking and 
posting services. Competitive prices 
Enquiries, Dumfries and Galloway 


News, 86 High Street, Dumfries (468) 


DO YOU KNOW about new arguments 


used in France for the sale of refri- 
gerators. the latest shapes of Italian 
electric fires, the promotion of sewing 
machines in Germany You will find 
the answers to these and many other 
questions through “Advertisement 
Parade,"’ which offers each month 


1,000 new advertisements from those 
countries. (U.S.A. and U.K. covered 
too.) Ask for your copy to-day : cost 
Rs “* Advertisement Parade."" 62 
Oxford Street, W.1. MUSeum 9072 


Publishers with 
’ Directorshi 
Weekly 180 Pleet St Es 


sound new magazine 
Box 3443 Ad 


business to place 
artist specialising 
for press adver- 


with creative layout 
in Jewellery, Rings 
tisements 

Box 3469 Ad. Weekly 180 Fleet St C4 


FACILITIES required (by 
small but growing London Agency). 
including first-class visualisation on 
technical and general accounts. Steady 
flow of work guaranteed to free lante 
or small outfit (W.1 or W.C.), pro- 
vided standard is high one we require 
Information re premises will also 
imterest us 

Box 3431 Ad. Weekly 180 Ficet St EBC4 
AGENT, Import 
and Export is open for new contacts 
Letters only. L. H. Bagot, 27 Stan- 
way Gardens, Edgware, Middlesex 


AGENCY 
SERVICES 
REQUIRED 


Small Electrical Manufacturers 
require new Advertising Agents, 
London. Small, creative Agency 
preferred, to prepare good 
technical advertising for elec- 
trical trade journals, modest 
allocations and no newspapers. 
Also technical sales literature, 
and “‘all-in*’ publicity service, 
reasonable cost, long term. 


Box 3435 
Advertiser's Weekly 180 Fleet St EC4 
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Advertiser's 


S. a copy 
] a year 
Post free 
55]- (overseas) 


STOP PRESS 


NEW 16mm FILM 
ORGANISATION 


l6mm Producers Council has 
been formed by 11 film production 
companies. Terms of reference 
are: “To improve the technical 
quality and standing of all produc- 
tions and services associated with 
16mm production.” Membership, 
by election, is limited to organisa- 
tions primarily engaged in direct 
l6émm production and auxiliary 
services. Hoped to hold open meet- 
ings on matters of general interest 
from time to time. 


LEWIS 
FOSTER 


JOINS 
JOHN DELANEY 
ORGANISATION - 
as Sales Director 


Well-known display man brings international | 
experience to leading display firm 


Members of Women’s Advertis- 
ing Club of London held cocktail 
reception at English Speaking Union 
on Tuesday in honour of Miss B. 
Fielding (G. S. Royds Ltd.) and 
Miss B. L. Parker (Sir Isaac Pitman 
& Sons, Ltd.), who, on retiring, cease 
to be members of Club but remain 
associate members. Both attended 
Club’s first dinner in 1923. Good 

wishes were expressed by qo 


Sangster (W. S. Crawford Ltd.). 


Ben Wilkinson, a director of the 
| Robert Freeman Co., Ltd., since 
May 1952, died on Tuesday. He 
was 56. Before the last war, Mr. 
Wilkinson was with Erwin Wasey 
& Co., Ltd. and also was for a 
while advertising manager of Kel- 
vinator. In 1941 he became man- 
aging director of Charles F. 
Higham Ltd., and eight years later 
managing director of McCann 
Erickson Advertising Ltd. with 
whom he was before joining Free- 
man’s. He leaves a widow and two 
married daughters. The funeral 
will be at the South London Crema- 
torium to-day (Friday), 2.10 p.m. 


For years now Lewis Foster has been a globe-trotting 
display man. He’s organised exhibition stands from here to 
Chicago, from Scandinavia to the Balkans. 

Now, all his valuable experience is added to the vast 
resources of the John Delaney Organisation, which he joins as 
Sales Director. And you get the benefit. You command the * Display and Exhibi- 
fruits of a lifetime’s varied experience in advertising and display. tion stand construction. 
For Lewis Foster knows both sides of the fence. He started Creation of Point-of- 
out with Levers, held top advertising and exhibition jobs with Sale material. oo ye agg na rg 
other big enterprises before joining City Display Organisation Sudth eam. Riles Miapeen Ghgids, who Wil par 
just after the last war. American, Canadian, and European form the ceremony 200 miles away 
experience followed. Latterly, Lewis Foster was with Leon ~4 television from ABC's studio in 

.- ardour Street. 
Goodman. 

And he says he’s still learning! We like that: and we 
think you will, too. It’s the attitude of a man whose brilliant 
best must be bettered. It’s our attitude. If you share it we'd 


The John Delaney 
Organisation offers a 
comprehensive service 
including: — 


On Saturday, May 5, ABCTV 
Ltd.’s new station, in Didsbury, 


Nation wide display 
movement service. 


Metalwork. 


At luncheon meeting of Design 
& Industries Association on Thurs- 
day, Tom Driberg, Bernard Hollo- 


like to meet you. It’s our belief we offer something unique in 
the display world. And Lewis Foster is the latest example of it. 

See us with your next job—the tougher the better—and 
we'll show you what we mean. 


THE JOHN DELANEY ORGANISATION 


| Aberavon Road, Mile End, London, E.3. Telephone : 


Clements Press Limited, Portugal Street, Kingsway. 
registered offices : 


Editorial and Sales office: 


Printed by St. 


Advertisement, Mercury House, 


London, 


ADVance 4314. 


W.C.2, 


109-119 Waterloo Road London, 


for the proprietors, Business 
180 Fleet Street, London, E.C.4, England (Waterloo 3388). 


S.E.1 (Waterloo 3388). 


wood (“Punch”) and Richard Levin 
(BBC) will discuss “The Impact of 
TV on Public Taste.” Meeting 
will be held at Overseas House, 
Park Place, S.W.1, at 12.30 p.m. 


lan MacPhail (Dexion Ltd.) will 
discuss the staff journal as part of 
a PR programme at next Tuesday's 
luncheon meeting of British Asso- 
ciation of Industrial Editors (Lon- 
don and Home Counties region) at 
Shaftesbury Hotel at 12.30 p.m, 


Publications Limited, 
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